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ER CARRY MORE CASH THAN YOU CAN AFFORD TO SPEND 
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'tC-TV is too powerful for me. Whenever I see 
i liinjr advertised on that station, I want to run 
lout and huy it . . . So, to prevent that from 
inning, I just don't earry more than S20 in 



-COURTESY OF THE 
AMERICAN EXPRESS COMPANY" 



PRC-TV • CHANNEL 2 
HOUSTON, TEXAS 

EDWARD PETRY & CO. NATIONAL REPRESENTATIVES 



GOOD NEWS! 

SPOT IS 

ON THE MOVE! 

Record year indicated 
by current buys. '61 
forecast: tv will go 
up 7%; radio rise, 5% 
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What's behind 
trend to web 
cartoon series 
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So you think 
that you buy 
saturation ? 

Page 40 

Local one-shots 
put clients 
in tv limelight 
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all measurements prove that 
Channel 10 is the BIG One... 

N.S.I. AND A.R.B. METROPOLITAN AUDIENCE SURVEYS . . . NOVEMBER 1960 



HAS THE BIGGEST 
OVERALL SHARE 
OF A UDIENCE 1 

CARRIES 16 OF THE 
TOP 20 FAVORITE 
TELEVISION SHOWS! 



It's always gratifying when independent surveys or 
the Rochester Metropolitan Area see affirmatively— 
"aye to aye"— as regards the dominant position of 
Channel 10. Not only do we carry 80fr of the Top 
Twenty favorite Rochester shows -not only do we 
deliver the largest over-all Rochester viewer-audience 
—but, from key executives to propmen, from facilities 
to promotion— it c haw what it takes to make the spon- 
sor happy!- We. also have some mighty attractive avail- 
abilities. Write, phone or wire lor complete details. 



CHANNEL lO 

BASIC CBS • AFFILIATE ABC 

ROCHESTER, N.Y. 
WHEC-TV WVET-TV 



ROUND UP YOUR RUPEES! In India, rupees go a long way towards 

the'downpayment on a sacred cow, the purchase of a newJ 

I 

spring turban or a trip to the Taj Mahal. But in Baltimore, an J 
advertiser gets the best run for his rupees on WBAL-RADIO, 
the DOMINANT force of this densely populated province. 
Here's why: There are no "untouchables" in the land of 
WBAL-RADIO . . . WBAL-RADIO covers the entire metropolitan 
area, plus 37 counties in Maryland and 4 adjacent states. 
WBAL-RADIO gets you results, without rope tricks, 
providing more unduplicated coverage in this market 
than any other native station. WBAL-RADIO knows 
how to charm listeners of every age, every interest, 
with a distinctive format of Full Range Programming 
and Music for Mature Minds. . . If you want your 
advertising to purchase more sales, round up your 
rupees and reap results on WBAL-RADIO, Baltimore. 

WBAL-RADIO BALTIMORE^Maryland •$ only 50,000 watt station 
Associated with WBAL FM & TV/ Nationally represented by||baren F. McGavren Co., Inc. 
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CHANNEL 9 

WTVM 

COLUMBUS, GA. 



A Great N ew Market! 

82% unduplicated audience on the 
only primary ABC station between 
Atlanta and the Gulf! 

Top ABC Programs! 

Shows lilce Maverick, Cheyenne, The 
Real McCoys, Sunset Strip, Hong 
Kong, and The Untouchables. 

The Best of NBC 

Programs like Wagon Train, The 
Price is Right, Huntley-Brlnkley 
News and Bonanza . . . plus top 
syndicated programs. 



CHANNEL 9 



COLUMBUS, GA. 



Call the man from 
YOUNC TV I 

Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tenn 

The #1 night-time 
station in 
Chattanooga! 
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DIGEST OF ARTICLES: 

Spot starts to sizzle again 

35 Another record year is expected (or tv and radio spot. Heavy .Mann 
buying indicates money held back during slowdown «as intended for spot 

Cartoons grow up: mature to web prime time 

38 All three networks will ha\o cartoon series nexl fall. Sponsored by 
clients looking for adult audience, they're scheduled in early evening 

So you think you buy saturation? 

40 Illinois food producer, lirooks hoods, buys •100-700 spots a week in one 
station per market through S, K. /.ubrow. Five-second plugs predominate 

"Bedside Network" aids veterans 

42 400 admen and broadcasters provide unique rehabilitation help for the 
more than 125,000 patients in 113 Veterans Administration hospitals 

Local one-shots put tv clients in limelight 

4.4. liBDO brings litem in for Schacfer, other clients, at $3,000-70,000 for 
one market. Hour-long St. Patrick show beats out two nets in iNcw York 

Who's Raggedy Ann? Tv tells all 

46 Food marketer solves brand awareness problem with spot tv schedule and 
heavy merchandising at point of .-ale. \wareness doubles in one month 

NEWS: ^Newsmaker of the. Week 6, Sponsor- Scope 21, Sponsor-Week 27, 
Sponsor-Week Wrap l p 62, Washington Wick 65, Film-Scope 66, Sponsor 
Hears 68, Tv and Radio Newsmakers 77 

DEPARTMENTS: Commercial Commentary 10, 49th and Madi- 
son 16, Reps at Work 18, Tv liasics 47, Sponsor Asks 54, Spot Riiys 57, Seller's 
Viewpoint 78, Sponsor Speaks 80, Ten-Second Spots 80 
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How WHO- radio services 
aid food advertisers in 
America's ]4th LARGEST 
radio market! 



Feature merchandising services offered 
in high-traffic food stores! 



\A/UO " R^io's Feature Merchandising Services 
II I IV/ provide unmatched in-store attention for 
the products of qualifying advertisers. 

These outstanding services are performed in high- 
volume chain and independent supermarkets in every 
city and town of over 5,000 population, in 28 of 
Iowa's most heavily-populated counties. These coun- 
ties account for 46% of all retail food sales in Iowa! 

Experienced staff members make a minimum of 
480 store calls for your products over any 13-week 
period. They work with grocers to assure that your 



products get maximum facings, better shelf positions, 
50 one-week displays of suitable products, and 24- 
days of Bargain Bar participation. 

50,000-watt WHO reaches 865,350 homes in 96 of 
Iowa's 99 counties plus a number of counties in neigh- 
boring states. Only 13 other stations in America offer 
you more audience or more buying power than WHO ! 

WHO-Radio is equipped and staffed to blend your 
advertising with professional, "big market" program- 
ming. Talk to your PGW Colonel soon about WHO 
Radio and America's 14th Largest Radio Market! 

Sources: NCS No. 2 and Pulse, March, I960. 



WHO 

for Iowa PLUS! 

Des Moines . . . 50,000 Watts 



NBC Affiliate 

WHO Radio is part of Central Broadcasting Company, which also owns and operates WHO-TV, Des Moines; WOC and WOC-TV, Davenport 



Col. B. J. Palmer, President 
P. A. Loyet. Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc., Representatives 
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(TyjDEL'VERS 
THE MtlONS 

NUMBER ONE 

KM MAR&T 



Odessa, Texas is now the na- 
tion's richest retail market with 
retail sales of $588 7.00 per 
household.* Tin's is one of the 
big rich Texas size markets 

served by the 
TRIGG VAUGHN stations. 

also delivers El Paso, 
the nation's 46th city, and 34% 
of New Mexico. The Rolling 
Companv Man has the full 
story 

KOSA®TV 

First in the 1st Market** 

KROD ® TV 

First in El Paso** 

*Sales Mgmt. Survey of 
Buying Power 1961 
"ARB Nov. '60, NSI Dec. '60 

BUY © 
to sell West Texans . . 
Get 34% of New Mexico to boot 




QUUITY STATIONS 
1 QUALITY MARKETS, 



/1 



NATIONAL REPRESENTATIVE 
THE BOLUNG COMPANY, INC. 



Jack C. Vaughn, Chairman of the Board 
Cecil L. Trigg. President 
George C. Collie. Nat. Sales Mgr. 




NEWSMAKER 

of the week 



Final lines in the. organizational blueprint of a note all-hroail- 
cast industry organisation are being drawn this iveek by man- 
agement of the newly incorporated Better Broadcast Bureau. 
Headed by Clifford J. Barhorka. Jr., who resigned a fort- 
night ago as v. p. for John Blair & Co., the group moves 
into full-scale action 1 June with a key personnel line-up. 

The newsmaker: Cliff Barhorka has a reputation as a 
whirlwind in radio sales who likes best of all to meet new and in- 
triguing "challenges." Innovator in creative sales, programing and 
production for radio with Blair, he's now converting his talents in 
these areas to a package service for subsrrihers at both the national 
and the local level. 

Better Broadcast Bureau, Inc.. will combine his talents with those 
of several key advertising and/or broadcast pros in a partnership 
association in which each will per- 
form a highly specialized role. 
Among the principals detailing the 
BBB blueprint: a marketing su- 
pervisor for a major agency, offi- 
cers in a successful production 
compam and a radio station ex- 
ecutive. 

The new company's function, 
says Barhorka: "To offer to sub- 
scribers creative selling as well as 
programing and production serv- 
ices." 

But, "more than this, we will 
assume an industn posture on all 
broadcast problems." 

A composite of these serv ices has been Barborka's forte at Blair, 
where in May 1959 he organized the Creative and Marketing Serv- 
ices division. Radio stations clients and prospects serviced by the rep 
were advised on creative commercials, jingles a well as on the spe- 
cifics of media buying. Production of commercials with original 
music and lyrics is expected to he a mainstay service to agencies. 

Barhorka has been w ith the Blair organization nine of his 11 years 
in the broadcast business, starting in the Chicago office as a radio 
account executive in 1952. Before then he was a salesman for NBC 
Radio Spot Sales for two years following a similar two-year stint 
with a sales consultant firm. 

lie was named radio sales manager in Chicago in 1955 and two 
years later became a vice president of the company. His selling 
track record in Chicago, during which he is credited with developing^ 
much business new to spot radio with his creative tactics, moved 
him into the new post in New York and to concentrate on sale of tin 
Blair Group Plan. ^ 




Clifford Barhorka, Jr. 
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CAPITAL TYPES §8 

CLOCK 
WATCHER 

Fascinated by slow 
movement: cows grazing, 
goldfish and English drawing room 
comedies. Conscientiously 
reads labels on cereal boxes. 
Accident prone; once had 
ceiling fall on him. 
Quick only in turning to 
WTOP Radio, the station 
important to people 
in the Greater 
Washington area. 

WTOP 
RADIO 

Washing ton. D. C. 

Represented by CBS Radio Spot Sales 
Operated by 

THE WASHINGTON POST BROADCAST DIVISION 

WTOP RADIO Washington. D. C. 
WTOP-TV Channel 9. Washington. D. C. 
WJXT Channel 4. Jacksonville, Florida 




21.9 



Who's laughing now? 

ABC's national audience— and more 
than any other network audience.* 
If the audience doesn't howl, the sponsor 
will. Hence our broad grin, as we report the 
situation comedy situation according to 
the National Nielsen, Jan. thru March*: ABC, 
as the chart happily shows, leads in average 
audience. What you're getting, in the way 
of smiling homes, is 656,600 more of 'em 
on ABC-TV than on Net Y... 3,283,000 
more than on Net Z. And for a last ha!, get 
this: 3 new situation comedies appear in 
Nielsen's top IS. Two of them are ABC's.' 

ABC Television Network 



National Nielsen TV Reports Average Audience, all evening situation comedies, 10weeksending March 5,1961. tNational Nielsen, March 1,196 1 TV Report. 




WSUN 



COVER 
FLORIDA'S 
2nd 

LARGEST 
MARKET 

and 

29 Counties 
with 1 station 



Tampa-St. Petersburg is Flori- 
da's second largest market, 
with a metro population of 
772,453*! But that's not all! 
WSUN is the only station on 
Florida's West coast covering 
the entire 29 county area with 
1.420,007* residents. 

ADD TO THIS WSUN's 
GREAT ADULT AUDIENCE 
(97.27o)** . . . the greatest 
percentage of adult listeners. 
This means ADULT BUYERS 
throughout the entire 24 hour 
broadcast day! 

REACH ALL OF FLORIDA'S 
2nd LARGEST MARKET ON 
THE ADULT STATION! 



620 KC 



TAMPA- Sr. PETERSBURG 

Natl. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 
•I960 Census ••Pulse 6/60 




by John E. McMillin 




Commercial 
commentary 



Read Rosser and be real 

Next week Alfred A. Knopf is publishing Ros- 
ier Reeves* Reality in Advertising, and I suggest 
that vou rush out and buv a ropv. 

The 50-vear old board chairman of Ted Bates. 
Inc.. has put together v\hat is- unquestionable 
one of the most important and significant books 
e\er written about advertising. 

He has packed into 150 crisph paced pages. 
3(i l.D.dength chapters, more meat) facts, more challenging ideas, 
more bedrock fundamentals than I've ever seen in one place before. 

And I don't believe that an) one can pretend to expert knowledge of 
modern advertising until he lias read, studied, and thoroughly di- 
gested what Reeves has to say. 

Reality in Advertising has had. of course, a lot of pre-publication 
publicity. Only a few weeks ago it was disclosed that officials of 
Mobil Oil. Inc.. were so impressed with an advance copy of the book 
that they had switched their account from Conipton to Bates. 

Since then the Reeves effort lias received some fragmentary, often 
hostile reviews, in the advertising columns, and in the trade press. 

It has been attacked as a "glorification of the Hard Sell." as 
"nothing but a long sales pitch for Ted Hates," and as having been 
written "without modest)." 

All of which, I think, misses the point. 1 have been as sharply 
critical as anyone of certain Hales practices. And, as vou will see. 
1 still think the agency has some things to grow up to. 

But this cannot obscure the fact that Reality in Advertising is a 
highly important book, and that Reeves, unlike most agenc\ heads, 
has voiced a strong, courageous, distinctive advertising philosophy. 

Advertising as an intellectual challenge 

What Reeves recognizes (and what too few insiders and almost no 
outsiders understand) is that advertising provides one of the most 
exciting intellectual challenges to be found in any industry. 

Ours is a business of huge, murk) intangibles, and too often 
these are approached hv a (linen with huge, mindless emotionalisms. 

Reeves, a chess plnjer with an international reputation, has relied 
on clear logic and icy intellect to bring order out of advertising's 
chaos. And he has constructed a philosophic system of advertising 
principles which would do credit to an Aristotle or Aquinas. 

Not all the principles are new. Most intelligent admen, for instance, 
have long stressed the need for some sort of "central salespoint" as 
a focus for all campaigns. 

But what is new is the wav Reeves has welded together a com- 
plete cosmos of advertising beliefs, a coherent, logical philosophy 
that is backed by the experience, research and successful case his- 
tories of a fast-growing $130 million agency. 

(Please turn to page 12) 
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9:00-10:00 A. M. 

WEEK DAYS 



Sprightly as springtime and just as welcome 
is this solid hour of personal 
service to the women of Detroit and 
Southeastern Michigan. 

"Consult Dr. Brothers" features the famous 
psychologist and her highly-prized counsel on 
problems of heart and home. 

"Ed Allen Time" points the way to easy figure 
control and more zestful living through simple, 
living-room exercises. Handsome, clean-cut 
Ed Allen is a great local favorite. 

"Gateway to Glamour" spotlights beautiful 
Eleanor Schano — an exciting authority on 

face and fashions. 



Here, indeed, is a woman's wonderland — sixty 
marvelous minutes for selling everything she needs 
for herself, her family, her home. Call now for 
availabilities — either your PGW Colonel or your 
WWJ-TV local sales representative. 



Detroit, Channel 4 • NBC Television Network 

WWJ-TV 




NATIONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC. 

Associate AM-FM Station WWJ 
Owned and Operated by The Detroit News 
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What they see on 

WJAC-TV 




THEY BUY! 




Statistics may be a pretty dry sub- 
ject, but they do show that more 
people watch WJAC-TV in the 
Johnstown-Altoona market than 
any other station. (The statistics 
are those of both Nielsen and ARB.) 
It's more important, however, to 
know that WJAC-TV turns those 
statistics into sales for dozens of 
happy advertisers. 
Whatever yon have to sell, you'll 
sell it faster, and in greater quan- 
tities, to the purchasing people who 
watch WJAC-TV! 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
AND PARSONS, INC. 

New York Boston (huogo Oeltoil 
Atlonlo los Angeles Son fioncisco 



SERVING MILLIONS FROM 

ATOP THE ALLEGHENY 




r 



Commercial commentary (Com. from p. 101 



\f to the principles themselves, von'll have to read, study and 
think about Reality in Advertising in order to understand them. 
Let me suggest, though, that you pay particular attention to: 

1) The eo/yy penetration-brand usage method Hates cmplovs in 
measuring advertising effectiveness. 

2) The famous Hates U.S.I'. (Unique Selling Proposition) and 
especially the waj Ree\es defines it. It is far nunc than just a 
catchy set of initials. 

3) Freudian research. I lis comments on the unrcliabilitv of such 
"hidden persuader'' hokum are most refreshing. 

4) J'icleo vampires — the visual effects in tv commercials which 
deplete* or destroy selling effectiveness. 

5) The dispersion theory in the use of tv spots and why Reeves 
places it above the arguments for frequency. 

Such solid subjects make Reality in Advertising an immensch 
valuable trade tool. By all means read it and read it thoroughly. 

Hobnailed boots in the boudoir 

Having said that, however, I must bring up some unpleasantrics. 
Win has Hates, more than any other big agency, been so often in 
trouble with the FTC (for Colgate, Anacin. Life cigarettes, etc.)? 

Why is Hates copy so frequently criticized? Despite Reeves' 
clear logical, intellectual brilliance, is there a flaw in the approach? 

I think there is. I've thought so for a long time. 

Hack in the early 1940s when Ted Rates broke awav from Henton 
& Bowles to start his own agency, one of his first campaigns was 
a magazine scries for Palmolive soap. 

I can remember Neil McElroy. then P&C ad manager, now P&C 
board chairman, coming into mv office at Compton and asking wheth- 
er we should change our Ivory soap strategy. 

Mac. obviously, was both fascinated and a little frightened by the 
Palmolive ads. Ted's techniques, even in those davs, showed the 
unmistakable Rates stamp. 

He had taken beautiful four color photographs of lovel) gals and 
underneath had spread ugly, black, shrieking headlines that prom- 
ised fast, fast, fast relief from acne and skin blemishes. 

The total effect was that of hobnailed boots in a silken, scented 
boudoir — startling, loud, sinister, and somewhat sadistic. 

You'll find this same strange strain of sadism in a good deal of 
Hates copy ( Anacin's hammer and sparks spots and Colgate's now- 
banned "Invisible shield" commercials are examples of iti. 

It is almost as if the Rates copywriters, having settled on a U.S. P.. 
said, '"Now we gotta slug the s.o.b's." 

Actually, it is a kind of Prussian arrogance, and like the Prussians, 
who arc alwavs startled to discover that, despite their logical mclh- 
ods. people resent their overhearing crudeness (and plot to destroy' 
them). I'm not sure that Bates understands its own attitudes. 

Rut I his I do know. It is possible to follow Hates' sound adver- 
tising principles, without accepting the Hates manners. 

William Lstv. for instance, has done a brilliant job of staving 
with solid cop)- themes for Winston and Rallentinc, without feeding 
an.) compulsion to kick their customers in the head. 

And 1 hope to see the day when Rate's, insteael e>f behaving like r 
brilliant high-IQ adolescent whe) thinks he must he rude anel trucu 
lent, emphns the Reeves principles w ith maturity anel heart. 
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Why KPRC-TV bought 
Warner's "Films of the 50's" 



Says Jack Harris: 

"When you buy feature films of this high quality, you can lead from strength in your 
programming. We have already used some of these Warner films as sponsored 

^^^^^^^^^^^^^^^ 

"Later well use them as Saturday night double features and, of course, as 
participating shows in prime time." 

Warner's Films of the 50's... 
Money makers of the 60's 






SEVEN ARTS 
ASSOCIATED 
CORP. 


NEW YORK: 270 
CHICAGO: 8922-D 
DALLAS: 5641 Chs 
BEVERLY HILLS: 2 


'ark Avenue • YUkon 61717 
La Crosse, Skokie, III • OR 4-5105 
rlestown Drive • ADams 9-2855 
32 Reeves Drive • GRanite 6- 1564 



For list of TV stations programming Warner's Films of 
the 50's see Page One SRDS (Spot TV Rates and Data). 



JACK HARRIS 

Vice President and General Manager 
KPRC-TV, Houston, Texas 




In Chicag 
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...McGormick Place, magnificent new lakefront exposition center, 
has an exhibition area equal to 6 football fields; 23 private meet- 
ing rooms; a theater with the largest seating capacity of any in 
Chicago. McCormick Place was completed this year in time to host 
the famed auto show, which set new attendance records. 




In Chicago 

WGN 

TELEVISION 



Better programming through 
dedicated community service 




For the eleventh year, WGN Television 
brought Chicagoland exclusive coverage of 
the auto show — and in color. 




WGN IS CHICAGO 

Quality • Integrity • Responsibility • Performance 
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49th and 
Madison 



Strictly educational 

I «a>. to sa\ the least, a hit con- 
cerned to fee llit* paragraph* on (lie 
Gasoline Tax Education Coinmitlce 
program as reported in (27 March! 

SPONSOR. 

Kii>t of all. the budget figure }ou 
used was wa\ off; it reads as though 
>pot radio is getting a SI million 
budget for the third phase of this 
program. 

Secondly. I he Gasoline Tax Educa- 
lion Committee program is not fight- 
ing "state taxes.'' This is strictly an 
educational campaign which, al- 
though discussing all gasoline taxes, 
distinctly refers to the Ecderal gaso- 
line lax. for this is where the last 
gasoline tax increase occurred — at 
the Federal level. 

Thirdly, this is not an "all-media"' 



campaign. There is no television. 
Stefan F. Hlaschke 
executive secretary 
Gasoline Tax Education Comm. 
,Y. V. C. 

Readable research 

I jusi wanted to let you know how 
appreciative \vc arc for the fine job 
done on our daytime viewer atten- 
livcness study, "NBC's new answer 
to an old ad question," in the 27 
.March sponsor. 

I know how difficult it is to devel- 
op an interesting, readable story 
from the cold facts contained in a 
research document, but \ou have 
done it. 

Everybody loves to leap in with 
complaints when they spot some- 
thing thc\ don't like, so 1 think it's 



only right that we let \ ou know when 
w e re plea-ed, too. 

M. S. Kukejser. Jr. 

manager, business cv. 
trade publicity 

Xational Broadcasting Co. 

V. )'. C. 

Gratified 

1 was \ er\ pleased with the way that 
Sponsor dealt with Johnson's Wax in 
the two articles, beginning 20 Febru- 
ary. "Johnson's Wax: the radio 
years." 'lhis was nicely done and 
we are all most gratified. 

Douglas L. Smith 

advertising and merchan- 
dising director 

S. C. Johnson & Son, Inc. 

Racine, Wis. 

I Tlu'j wrrr rli-rU-it: Vrthnr J. 

Hi ltnii c . ami Philip ('. (°:irliu<j>. to 
hoard ..f diicvlor*. IIMM) . . . 
ThriMlorr S. W aiHtm. Jr.. a ilir«*r- 
lor. Cluilr- \\ . . . Hi»»;iril 

K. Mcliil M'i'. rxrmlhv \.\>.. Urn » 
ilrr**ni. ( ^rcrn\ ill*-. >. ( '. 

Moved East 

The above ilem was clipped from the 
13 March issue of sponsor and was 



Revive your tired winter TV viewers I 

with a fresh new springtime shot... 




Keep your ratings up with a change of pace and a show that really SELLS. 
Fill your winter TV slots now with a fresh new program of proven summertime 
ratings* . . . CHAMPIONSHIP BOWLING. Everybody knows, that this is 
the time of the year when sports out-rate all other TV. But, here's a surprise 
... did you know that CHAMPIONSHIP BOWLING, even in the summertime, 
out- rates or runs a hot second to Major League Baseball in cities all over the 
country? Now we're telling everyone that CHAMPIONSHIP BOWLING ^ 



quite interesting in view of the fact 
that both underlined are originally 
out of Sioux City and lived within a 
hlock of each other. 

Lennon Kelly 

manager 

KTRI 

Sioux City, la. 

Salute 

Uefore another busy day passes I 
want ) ou to know how pleased Mr. 
McCorinick, our president, and our 
entire sales staff were with the fine 
piece you did for our Auto Salute in 
SPONSOR, 20 Marrh. They liked it so 
much that they asked me to order 
500 reprints. 

Phyllis R. Doherty 

dir., advertising and publicity 

WNAC 

Boston, Mass. 

Attention getter 

Mr. Brown, of BBD&O, referred in 
your letters" column, 13 March, to 
the 13 February article in SPONSOR 
regarding WLW stars. His letter 
caught my attention. I, too, am a 
former Obioan but have changed to 
another state just across the border. 
l!elie^e he had reference to Harry 



Snodgrass as the pianist from the 
prison remote. Wasn't it Missouri 
though, instead of Ohio State Prison? 

Nice to hear the names of Thies 
and Cherniavsky again. George 
Troup was the trombonist with Thies 
who made the "Sometimes I'm Hap- 
py' 1 theme famous. 

H. 1). Longsworth 
manager of sales 

wowo. 

Fort W ayne, hid. 

For the record 

The 2o March sponsor- week lists 
the Art Directors Awards. May ne 
correct you ? The production com- 
pany which produced the Bufferin 
commercial for which Steve Frank- 
furt of Young & Rubicam won a 
Gold Medal was On Film, Inc. 

Morton Schaps 

television sales director 

On Film, Inc. 

Princeton. IV. J . 

'Shut-In Matinee' 

The special boxed item "New wrin- 
kle: movies on radio."' in the lower 
right hand corner, page 25. 20 March 
SPONSOR brings back memories. 
Perhaps the correct title of item 



should be . . . HISTORY REPEATS 
ITSELF . . . MOVIES OX RADIO. 

In the late 2()s ( about 33 years 
ago) we. at KFJB, Marshalltown, 
Iowa, had a direct line to one of the 
theaters where we originated a daily 
organ show. We also made a direct 
connection to the Yitaphone equip- 
ment of the theater and presented the 
entire opening day matinee presenta- 
tion of news, coined), travelogue, 
and feature picture as a "Shut-In 
Matinee."' 1 hree changes per week 
gave us a regular three-time per week 
schedule. 

Gene P. Loftier 
general manager 
IVTAP 

Parhersburg, IV. I'a. 
Accurate reporting 

My thanks again for your kindness 
in doing the story about Ideal Toy 
Corporation in 20 March "Sponsor- 
Week." You did a thorough and re- 
liable job of reporting the facts and 
statistics accurately. 

Mclvin Helitzer 
director of advertising 
and public relations 
Ideal Toy Corporation 
New York, X. Y. 




the NO. 1 BUY in sports TV 

the highest rated syndicated 
iow In TV history 

atures all the nation's bowling 
ND SELLS ONE WHALE OF A 
F SPONSORS' GOODS! 



*Typical summer raiings Sal. 
and Sun. afternoon periods. 

Cincinnati 12.7 

Grand Rapids - 
Kalamazoo 7.4 

Harrisburg 13.0 

Indianapolis 7.6 

Portland, Ore 9.2 

San Antonio 11.5 

Seattle - 
Tacoma 16.5 

Tulsa 11.4 

Other Nielsen and ARB rolings on requesf. 



write, wire or phone 



75 East Wacker Drive, Chicago 1, Illinois 
Phone: FRanbli^^^^^^ 



INC. 



One station, KOIN-TV, carries 
the strongest signal to people 
in Portland, Oregon and 33 
prosperous surrounding 
counties. That's important. 
But even more important is the 
enthusiastic reception this 
signal receives from people 
who depend on KOIN-TV's 
high standards of programming. 

That's the most people 
in this powerful purchasing 
market. Check the latest 
Nielsen for proof*. 

persuades 




e 



in 

Portland 




Highest ralings and widesl cover- 
age ... 7 of every 10 homes in 
Portland ond 33 surrounding counlies. 
KOIN-TV — Chonnel 6, Portlond, Oregon. 
One of America's Greol JnHuence Sta- 
tions. Represented Nolionolly by CBS-TV 
Spot Soles. 



Reps at work 




John R. Wright of Peters. Grithn. Woodward. .New York, call 
attention to the fact that, "Over the past few \ears the spot specia 
has become an inereasmgh important factor of our industry. You'l 
remember how WPlX's "The Secret Life Of Adolph Hitler'" lit Uj 
the Arbitron board and bit a -19.7 average rating . . . one of th 
highest in New York's tv history 
. . . delivering half of the market* 
5. ()()().()()() tv homes. Though space 
does not permit a representative 
rundown of the spot special, sta- 
tions in markets of all sizes have 
been, and will continue, to design 
excellent programing of this sort. 
These features are the normal out- 
growth of local programing and 
the professional production stalls 
that stations have developed. Be- 
cause each station has a feel for 
viewer tastes and habits in its market, each special can be tailored I 
the local audience. In addition to delivering a large audience, th 
alert bujer and his client will realize that the spot special lend 
prestige to both the product and the company image. Furthermore 
the merchandising, promotional and publicity opportunities ar 
immense, affording unbeatable total impact for the advertiser. 

Fred Lyons, director. NBC Spot Radio Sales. A'ew York, points ou 
that "while the number one target for a radio rep must be th 
budget that's immediately available, the rep isn't worth his weigl 
in old avail sheets who doesn't allot considerable time to getting im 
customers into the medium. Radio's advantages require constai 

repetition. For instance, the) 
probabh isn't an ad man left \vl 
hasn't noticed that an awful lot i 
moving vans have been loading 
the city and unloading in the su 
urbs. This mass migration is 
vital marketing factor for all a 
vertisers of consumer produc 
high priced or low. The food nial 
ufaeturer suddenly finds that o\| 
half his potential is outside the cl 
limits. The auto manufactnJ 
knows that half the new ear sal 
are made in the suburbs and the better part of ''second ear" sal 
are made there, too. It's only one of radio's trump cards, hut 
must keep pla\ ing on the fact that our medium covers the whole ml 
ket, city and outl)ing counties— while the metropolitan newspapl 
have failed to keep pace with suburbia's growth.' 
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The mistress of all 
she surveys. A 
gracious hostess 
waiting for her 
guests to arrive. 
The interesting 
and the interested 
will both enjoy 
the company 
of a "Metropolitan 
personality." 

METROPOLITAN 
BROADCASTING 

205 East StthSttttt.XtK York 21, XY 



TELEVISION STATIONS 
WNEW-TV NewYork.N.Y. 
WTTG Washmgton.D. C. 
KOVR Sacramento- 
Stockton .California 
WTVH Peoria.IUinois 
WTVP Decatur, Illinois 

HADIO STATIONS 
WNEW New York, NX 
WHK Cleveland, Ohio 
WiP Philadelphia, Pa. 

A DIVISION OF METROMEDIA, IXC. 
other divisions are: 
Foster dr Kleiser 
Worldwide Broadcastino 



WGAL-T V serves the public interest 
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THE GREAT CENTENNIAL 

Footnotes to the Civil War in the Channel 
8 Area Every Monday Morning. Each 
program in this fascinating historical series 
features a separate community, as many 
cities and towns in the Channel 8 area were 
affected by the Civil War. Well-known 
examples: Battle of Gettysburg, burning of 
Chambersburg, Confederate occupation of 
York. This series is just one phase of 
this station's many activities dedicated to 
inspire and enlighten the viewers it serves. 



Lancaster, Pa. • NBC and CBS 





STEINM AN STATION 
Clair McCollough, Pres. 



Representative: The MEEKER Company, Inc. 

New York • Chicago • Los Angeles • San Francisco 



20 



SPONSOR 



10 APRIL 19' 



Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 
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PUBLICATIONS INC. 



• The tv networks can look for P&G's daytime pattern and philosophy to take 
some sharp turns during the coming season. 

Immersed in the further backing away from daytime in favor of nighttime expansion 
are a flock of factors. Among them: 

• As P&G keeps adding to its list of products, more and more of them are of a nature that 
have all-family appeal — and for all-family appeal nighttime's a natural. 

• Household cleansers and victual brands still constitute a colossal percentage of P&G's 
sales gross, but the toilet soaps, deodorants and hair products in the P&G stable have 
been making important headway on the share level and these call for more and more all- 
family advertising exposure; that is to say, a greater balance toward nighttime. 

• P&G is still perplexed by the character of the daytime tv audience — to just what extent 
daytime network tv is being viewed by the potential buyers of its products and whether it fits 
in with the sales pattern of its other -than-household cleanser products. For example: there 
are now 29 million homes with working wives. 

• In recent years P&G has been frustrated by the fact that it hasn't been able to get new 
soap operas solidly on the rails and its media master minds are wondering whether the 
time isn't far off when its judgment will dictate departure from its own serials and 
wholesale participation in scatter plans. The old P&G serials keep rolling, but their turnover 
of audience seem to get lower from year to year. 

• The P&G soapers not long ago got ll's and 12's, but what with three-network competi- 
tive leveling out program ratings, they're lucky now to get an 8 or a 9. 

What all this inventory-taking and soul-searching simmers down to: P&G's heart and mil- 
lions of its dollars will still remain in daytime, but the balance will continue to build for 
nighttime. 



Toni accounted for the big action of the week in spot tv : it's the annual spring 
buy of sixteen weeks, via C. E. Frank, North, Wade and FC&B. 

The campaign, involving around 50 markets and based on 100 rating points a week, 
takes in all products, including Paper Mate. Toni's newest product, Cascade hair coloring, 
is not scheduled, at least for the first nine weeks of this campaign. 

The week's conspicuous buy out of New York was P&G's Tide (B&B) . 



Lucky Strike (BBDO) will be cutting loose soon with a substantial spot tv cam- 
paign that will run for 20 weeks, with all market categories included. 

Another product using a heap of markets but for only four weeks: Chun King out of 
BBDO Minneapolis. The concentration is on minutes. 



Watch for this revolution in the petroleum industry (and a consequent shake- 
up in agency affiliations) : a mounting emphasis on the image of the product. 

Agency experts in the petrol field note that this quest by the individual companies for 
distinct personalities or identity symbols for their brands goes hand-in-hand with an- 
other industry urge: to sell the consumer on far more use of his car. 

The expanded use campaign, when it breaks via the American Petroleum Institute (JWT) 
will focus on the theme of getting more fun out of life by going places and calling atten- 
tion to the great super-highways that have been made available lately. 
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Ford should give JWT its answer within the next two weeks to an uncommon 
ly complex plan for air media participation during the 1961-62 season. 

Key factors in the plan: (1) concentrating the bulk of the expenditure in the last 1961 
quarter and the first 1962 quarter; (2) spreading the tv network buys over multiple 
shows instead of confining the investment to a couple of series to insure maximum flexi- 
bility in matching tv obligations to the seasonal sales pattern. 

Spot buying will be subject to the same philosophy. Commitments, in effect, will be or 
a 13-week basis. 

7 -Up (JWT Chicago) is getting away from routine network tv participations, 
like alternate weeks and minutes, and adopting a special pattern for the 1961-62 

season. 

It will have a minimum of 26 shows made on the continent in the Friday 7:30-8:3C 
p.m. slot — circuses, miscellaneous theatrical events, etc. 

A major objective: getting a different audience from the kind it's been getting the 
past two years and having something that it can merchandise heavily among its distribu- 
tors and dealers. 

The pop maker will also use heavy flights in spot, as has been customary. 

National Carbon (Esty) has wrapped up a little earlier than usual its Septem- 
ber-December tv network needs for its anti-freeze products. 

Over the period there'll be about 60 commercial minutes spread over spot carrier; 
and sports on NBC TV and ABC TV. 

The competitive division at DuPont (BBDO), which last season also bought heavily ir 
spot carriers, is working on its tv network requirements, too. 

Both anti-freeze makers are perennial users of spot radio on a saturation scale. 

Evidently ABC TV won't let CBS TV remain happy over the claim to be the 
happiest of the networks. 

Acting on that recent CBS TV trade ad captioned, "Ha! Ha! Ha!," ABC last week com 
piled the following table to show that its situation comedies garnered a bigger average 
audience this season than did CBS' situation comedies: 

NETWORK TOTAL SITUATION COMEDIES AVERAGE RATING* 

ABC TV 8 22.0 

CBS TV 12 21.6 

NBC TV 7 15.4 

"January-February 1961 NT1. 

Note: ABC TV also claims it came out with a better score on the situation comedies 
introduced this season, striking a batting average of .500 (two out of four) as comparec 
to .400 (two out of five) for CBS TV and .167 (one out of six) for NBC TV. 

There's a definite trend among midwest advertisers to combining tv and radic 
spot. 

Wrigley about a year ago took to this pattern on a big scale and this spring that type 
of mixing has been adopted by Pure Oil (Burnett) for its Firebird brand, by Amocc 
(D'Arcy), Continental Casualty (Hartman) and Red Heart dog food (Shaw). 

Another pattern getting play in that sector this spring: shorter schedules but the use ol 
several stations in a market to get maximum penetration. 

Don't be surprised if CBS Radio comes up with a sponsor for the New York 
Philharmonic concerts broadcast during the 1961-62 season. 

One of the top-rung agencies has a client with a prestige-public image problem that's 
seriously interested. Package price for 28 broadcasts: $840,000. 
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Looks like CBS TV will inherit for the 1961-62 season that $1.5-milIion worth 
of General Mills business now on NBC TV. 

The major reason: there'll be about $2 million in billings riding on Father of the Bride 
alone and that makes an ample base for building to a maximum discount. 

With R. J. Reynolds standing pat in its refusal to accept the new 10:30 p.m. 
Wednesday time, the chances are that I've Got a Secret will be sold for the fall by 
CBS TV on a minute basis — the unsold portion, if any, going co-op. 

Meantime Reynolds via Bates has committed itself for a total of nine minutes a week 
on the other two networks. The participations: NBC: Wagon Train, 1% minutes; Mitch 
Miller, 1% minutes; Saturday Night Movies, 2 minutes. ABC TV: 77 Sunset Strip, 1 minute; 
Flintstones, 1% minutes; Lawman, 1% minutes. 

Reynolds is still in the market for three or four minutes a week, and, despite the 
peeve over the I've Got a Secret time switch, Reynolds will probably wind up filling in the 
difference at CBS TV. 

CBS TV appears bent on selling the Ed Sullivan show on the basis of half- 
hour segments when the current contracts have expired. 

In terms of time, at least, it will mean 20% more income for the network. 



ABC TV salesmen last week were collecting agency reactions to the prospect of 
the network scheduling re-runs of hour tv films after 11:15 p.m. this fall. 

Price quoted: a range of $6,000 to $8,000 per minute commercial, with the exact cost 
depending on the number of times used. Discounts apply to 26, 52, 104, and 250 times. 

The Jack Paar Show now sells at $12,000 a minute, before discounts. ABC TV says its 
own stations in Paar time get a 27% share of audience. 

CBS TV will have but a slight edge over ABC TV come the fall in the make- 
'em-laugh sweepstakes. As the schedule shapes up now CBS will have 14 situation comedies 
in prime time as against 12 on ABC TV. 

For CBS it's no increase in that category, whereas for ABC it's a jump from 8 to 
12. In other words, ABC has moved up several notches in getting over the concept of bal- 
anced programing. Westerns on ABC took another slash, going from six to four. 

Here's a comparison of network types, based on shows set and tentatively scheduled: 



CATEGORY 


ABC TV 


CBS TV 


NBC TV 


TOTAL 


Situation comedy 


12 


14 


2 


28 


Westerns 


4 


6 


6 


16 


Suspense-crime 


8 


2 


5 


15 


Adventure 


6 


4 


4 


14 


Comedy variety 


0 


4 


2 


6 


Anthology drama 


1 


3 


1 


5 ' 


Quiz-panel 


0 


3 


1 


4 


Public affairs 


1 


1 


2 


4 


Music 


1 


0 


1 


2 


Straight variety 


0 


1 


0 


1 


Sports 


1 


0 


0 


1 


Feature films 


0 


0 


1 


1 


To be set 


1 


2 


5 


8 


Total 


35 


39 


31 


105 
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Chalk up Rexall (BBDO) as an account that has no hesitancy about moving 
with the trends in network tv usage. 

Just a few seasons ago Rexall was addicted to specials. This season it sponsored an alter- 
nate half hour (National Velvet). As it looks now, it will be allied with nighttime network 
spot carriers for the 1961-62 cycle. To wit, a spate of minute participations. 

At the rate that the brands are being wholesaled it looks as though R. J. Reyn- 
olds snagged three out of the four top-selling brands for the first 1961 quarter. 

The top five as they shape up: (1) Pall Mall (American); (2) Camel (RJR) ; (3) 
Winston (RJR); (4) Salem (RJR); (5) Lucky Strike (American). 

Incidentally, not one of the 40-odd brands that made their debut the past two years 
have been able to make a solid dent in the cigarette market. 

Nielsen has apparently found a good subscription response to syndicated audi- 
ence measurement of national magazines and network tv. 

It unveiled these names as subscribers to Nielsen Media Service: Compton, JWT, BBDO, 
Burnett, Maxon, D-F-S, Tatham-Laird, NL&B, Westinghouse, P&G, Chrysler, Nabisco. On the 
magazine side: Life and the Meredith group. 

As soon as CBS TV has put the finishing touches to its deal for the National 
League football games for the fall, it will ask Shell (OBM) whether it again wants 
to be a co-sponsor. 

It's a courtesy that the network extends to all previous season's customers. 

There's a report that Shell which is now entirely out of tv, is looking at nighttime net- 
work availabilities. 

P.S.: If Shell passes up the football broadcasts, the quarter section will go to Amoco 
which has the inside track. 

The networks will find, if they'll inquire around, that there's a school of me- 
dia buyers who think that it's to the advantage of tv to spot public affairs pro- 
graming in prime time and not only at the end of the evening spectrum. 

Their view is that this is a normally good sampling device. The quintile that cottons to 
such fare may see something like this among the regularly scheduled programs and come 
back the next week. 

They suggest that for the networks to fear the over-all effect public affairs programs in 
prime time would have on the night's rating is myopic in at least one respect. It militates 
against the broadening of the tv audience. 

The expansion of rotating plans and the continued curbing of product protec- 
tion among the tv networks could, as some mediamen see it, have marked selling 
repercussions in tv spot in the not too distant future. 

Observe these agency people: if rotation plans spread much more on the networks the 
stations may be ftirced to sell away from fixed position and instead sell on a basis of 
average ratings. 

What this would do to the status of salesmen and timebuyers, they interject, would 
be highly amusing to speculate about. 



For other new* coverage In this Issue: see Newsmaker of the Week, page 6; 
Sponsor- Week, page 27; Sponsor Week Wrap-Up, page 62; Washington Week, page 65; 
SPONSOR Hears, page 68; Tv and Radio Newsmakers, page 77; and Film-Scope, page 66. 
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IDEA 
RADIO 



•I' 



A good idea is one that works well for everyone concerned. 

That is why kmox Radio in St. Louis (where it started) 
and other CBS Owned Radio Stations across America (which 
followed suit with their own local interpretations) are beam- 
ing about the provocative new programming idea called 

"At Your Service." 

In San Francisco, listeners 
hear "At Your Service" on Sta- 
tion kcbs: in Philadelphia on 
wcau; in New York on wcbs 
Radio. Up in Boston, the new 
program concept is known as 
"ListenF'over Station weei. In 
Los Angeles over Station knx it is "Story Line." And now 
Station wbbm is planning its own show for Chicago. Wher- 
ever listeners hear it, they are reacting eagerly to a stimulat- 
ing new kind of radio, more useful than ever in their lives. 

Here's how "At Your Service" places ra- 
dio in a more active role in its community. 
[St. Louis, for instance. Top Midwest person- 
Why, Jack Buck, opens the program with a 
press conference with an unusual twist. The 
(listening audience questions the guest of the 
;day by phone. Answers are spontaneous— 
without rehearsal. The other important "reg- 




"AT YOUR SERVICE" IS PRESENT AS ANTIQUE 
VIOLIN IS APPRAISEO 8V J. F. HUNLETH OF 
MUNLETH MUSIC STORE IN ST. LOUIS 



STEVE ROWAN COVERS THE NIGHT SEAT AT 
THE CORONER'S COURT 



Hf * 



ST. LOUIS CAROINALS AT THE 8ALL FIELD 



uku " on the show is St. Louis 
educator, Professor Roy Mc- 
Carthy, whose lively give and 
take with the audience has be- 
come a favorite local topic. 

Next, "At Your Service" 
travels the main streets and 
the backrooms of St. Louis. 
Well-known kmox personalities 
make the news come alive through the mobile microphone. 
The gymnasium where the Red Birds are training; the com- 
plaint department of the Better Business Bureau; the back 
of a snow-plow— nothing is off limits for this culture-with- 
showmanship program. 

The final two hours are divided into lively 5-, 10-, and 15- 
minute time-segments, each devoted to a special department 
of news, sports, or provocative feature vignettes, coordinated 
and brightened by the presence of Jack Buck. 

You find this kind of idea broadcasting 
only on the CBS Owned Radio Stations across 
America. Already sponsors know listeners are 
really listening. Because listeners are really 
buying. 

Are you selling 011 the CBS Owned Radio 
Stations? They are at your service, too. 




THE CBS OWNED RADIO STATIONS 
WCBS, NEW YORK • WBBM, CHICAGO 

WCAU, PHILADELPHIA 
KNX, LOS ANGELES -WEEI, BOSTON 
KCBS, SAN FRANCISCO • KMOX, ST LOUIS 
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MICROPHONES 

-a type for every requirement 

Check your microphone requirements, today. Do 
you have one for each purpose — remotes, an- 
nounce, interviews, boom, general purpose? Use 
the handy order coupon to order any microphones 
you need. 




FINEST QUALITY MICROPHONE 

Standard microphone of the industry, the 
RCA 77-DX offers full range frequency response 
with a choice of three pickup patterns. Avail- 
able in a satin chrome finish for radio and a 
low gloss gray for TV, it will offer years of 
rugged dependable service. (Less Base) $180 




PERSONAL MICROPHONE 
Ideal for Remotes 

Wherever a small inconspicuous microphone is 
needed the BK-6B can be used. This 2.3 ounce 
unit offers excellent reproduction for every 
speech application both in the studio and in 
the field. $82. 50 





HIGH-FIDELITY UTILITY MICROPHONES 

General purpose BK-11A microphone is the 
modern version of the very famous 44-BX. It 
is ideal for every studio use, especially live 
music pickup. The BK-11A is an economical 
high performance unit designed for years of 
rugged service. $125 
Base, shown $7. 75 



NOISE-REDUCING BOOM MICROPHONE 

Here is the highly directional BK-5A micro- 
phone for TV boom use. Its pickup pattern 
effectively reduces noise while offering full 
range highest quality pickup of the desired 
source. The BK-5A is also an excellent choice 
for control room use. (Less Mounting) $165 
Boom Mount, shown $30. 25 Desk Mount $9. 85 




COMMENTATOR MICROPHONE 

The BK-1A is a fine microphone for interviews, 
panel shows, and all general announce work. 
Its rugged construction and insensitivity to 
wind and mechanical vibration make the BK-1A 
ideal for outdoor remotes. $75 
Base, shown $7. 75 



ORDER NOW BY MAIL! 



Order any of these five microphones for prompt delivery. 
Send check or money order with your order and micro- 
phones will be shipped prepaid. Mail your order to RCA, 
Audio Sales, Broadcast and Television Equipment Division, 
Building 15-6, Camden, N.J. Use coupon below. 




The Most Trusted Name 
in Electronics 

S- RADIO CORPORATION 01 AM F RICA 



RCA, Audio Sales, Broadcast and Television Equipment Division, Depl. TB-264 

Building 15-6, Camden, N.J. 

Please send the units checked. Check enclosed d 

□ 77-DX □ BK-6B □ BK-11A □ BK-lA □ BK-5A 

□ Base □ Base □ Desk Mounl □ Boom Mount 



Send la- 



Address- 
City 



_Zane_ 



-Slate- 



Enclose remittance with order ond save shipping charges. 
(Prices subjeel lo chonge withoul notice.) 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 
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SPONSOR-WEEK 



P DFS denies reports of local rate deals on L&M cigarettes 

^ Pay tv gets an Eastern kick, a West coast boost 

^ Net tv billing in January rose $4 million above last year 




CROSLEY MULLING GOING INTO REP FIELD 



Crosley Broadcasting Corp. management people will 
decide on 2 May whether the pioneer broadcast group 
should go into the field of station representation, a 
move they've been considering several weeks. 

Unlike other major groups 

f-g9yfi^ which have toyed with the rep 

■fr notion, Crosley did not initiate 

K the idea. The Quality Radio 

group of two dozen radio sta- 
~, tions is understood to have 

1 asked Robert Dunville, Crosley 

g£ jfl president, if company would be 

J *- ^^™-- interested in representing non- 

Robert Dunville Cms|ey statiops affer studyipg 

its sales concepts for area stations (established, large 
facilities covering a large region). 

Crosley, before its decision, has been offered affilia- 
tion contracts by four stations. If it goes into represen- 
tation, it would probably not accept more than six be- 
cause of its own radio properties. Management of 
Crosley, answering the suggestion of Quality and some 
individual stations, proposed ideas new to the repre- 
sentation field if it were to decide to enter it. 

Among them: 

I • Representation only of leader stations with area 
broblems and with "integrity." 

• A 15% commission on business lasting a year, no 
commissions on the same business extending beyond 
hat period. 

• A 20% commission on all business exceeding cur- 
rent billings. 

(Continued on next page) 



DFS DENIES DIRECT DEAL RUMOR 

Ken Torgerson, senior associate media director at 
Dancer-Fitzgerald-Sample, flatly denied last week re- 
ports from representative sources that the agency is 
trying to buy radio time at local rather than national 
rates for L&M cigarettes (Liggett & Myers). 

Reports to SPONSOR from three representative or- 
ganizations and several rep sales executives suggested 
that special crews of field men were dealing with small 
stations directly and bypassing reps to get the lowest 
possible local rate. 

Torgerson said no representative had complained to 
him of this situation, that "we are not buying radio on 
local rates," that L&M business is "going to Keystone 
(Broadcasting System) and through reps." He referred 
to the ruckus as "scuttlebutt." 

Reps' concern is that such an attempt could lead to 
the placing at a local rate of all cigarette business, 
which they say is one of the last bulwarks for national 
rate business. In the past, such product groups as 
beers and cars have gone from a national to a local rate 
by channeling money through jobbers and distributors. 

Reps say the L&M money was slated to travel this 
path — and thus be removed from DFS' area of commis- 
sions. Those queried by SPONSOR knew of the Key- 
stone orders but consider them a usual and "legiti- 
mate" buy at a standard national rate. 

One rep last week asked an attorney to explore possi- 
bilities of legal action. One lawyer said a restraining 
order might be the device. 
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FOCUS ON THE RIGHT INCOME AND EDUCATION... 



In 1960 ARB reported -WNEW-TV reaches 100% of the greater 
NewYork market! Now, in a special qualitative study, ARB reports 
that the audience of independent WNEW-TV is comparable 
in terms of Income and Education to the audience of the leading 
network television station in NewYork. VyjV£ V^'T V 



METROPOLITAN BROADCASTING 



INCOME-HEAD OF HOUSEHOLD 



EDUCATION-HEAD OF HOUSEHOLD 



$11,000 & OVER 



£11,000 & OVER 
8,000-11,000 



COLLEGE 



COLLEGE 



HIGH SCHOOL 



HIGH SCHOOL 60.4 




GRAMMAR SCHOOL 10.6 
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(Continued from previous page) 

• A 30-day cancellation for the station arrangement. 
An order calling for 52 weeks of advertising, therefore, 
would be commissionable only for 30 days if the station 
sought to cancel the arrangement with Crosley. 

• A fixed policy against any kind of rate-cutting. 
There are both pro and con factions on the Crosley 

management team, with the outcome as to whether rep- 
resentation will be added for non-Crosley stations to be 
decided 2 May at a meeting of the management plan- 
ning committee. 

Pro factors: A tightly knit, national sales organization 
for the group's stations is now active, heavily backed 
with research and promotion personnel. 

It could be a money making proposition for the sales- 
men, Crosley and the parent company, Avco Mfg., which 
is known to have approved whatever the management 
group decides. 

Con factors: Outlay for salaries and additional sales 
personnel would be expensive initially. 

Management might divert what could be considered 
too much time away from Crosley endeavors. 



Harold McCormick to B. F. Goodrich 
as advertising/promotion manager 

Long-time appliance and electronics pro Harold J. 
McCormick has been named manager of advertising 
^nd promotion for the B. F. Goodrich Tire Co., Akron. 
He will be responsible for activity in tires and batteries 
as well as auto and home supplies for company-owned 
stores and dealers. 

McCormick worked most re- 
cently as v.p. and manager of 
the Frigidaire appliance ac- 
count at Dancer-Fitzgerald- 
Sample, New York, before 
which he was advertising and 
sales promotion director for 
Motorola's radios, tv sets and 
stereo hi-fi units. He's worked 




H. J. McCormick 



ilso in executive positions at General Electric. 



jVardis agency merges with Zibman 

Yardis Advertising Co., Philadelphia has acquired the 
David Zibman Advertising Co., its fourth in the past year 
and a half. Raymond Rosenberg continues as president 
}f the parent company, with Zibman as vice president 
and plans board member. 

Rosenberg says Yardis has tripled its size and billings 
n this 18-month period, during which it also consoli- 
dated with the Edward Robinson Agency, the Samue! 
Taubman Agency and Flacks-Abramson Agency, the last 
n Trenton, N. J. 



Identification, reach combine to give 
Lorillard 125 million tv messages 

"Sponsor identification" and "reach" are twin goals 
in '61 tv campaign of P. Lorillard, Harold F. Temple, 
president and chief executive officer, told shareholders 
in New York last week. Latest in rash of annual reports, 
the Lorillard summary notes tv 
gets more money than any 
other medium because of its 
"dramatic and continuing 
growth, power" in sales. 

Temple backgrounded his 
decision to combine sponsor - M 

identification with reach in de- 
livering 125 million tv sales 
messages per week to viewers. 

"We get maximum benefits 
from both (approaches), using sponsorship on three 
shows (four and one-half commercials weekly), partici- 
pations in four (four commercials weekly)." 

Explaining complex matter of net tv costs, he told 
shareholders "We get an average cost of $3.93 to reach 
1,000 people on an hour show, $4.74 to reach a similar 
number during a half-hour." 

He said sponsorship of an hour at $250,000 is "patent- 
ly impossible." 




Harold Temple 



$250,000 CLAMORENE RADIO SPOOF 

New Glamorene radio commercials scheduled to take 
the air in 45 markets today (10) spoof some of the sa- 
cred cows of radio copywriters. 

Such standards as testimonials, obvious humor and 
over-exposure of kiddoes are dusted off with humor in 
the new series. Spot radio is getting the bulk of a $250,- 
000 budget placed through Riedl and Freede agency, 
Clifton, N. J. 

Glamorene Products of that city hits heaviest for its 
household cleaners in this spring seasonal clean-up 
time. 
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16 net tv participations for Metrecal 

Mead Johnson for its Metrecal reducing aid has 
bought through Kenyon & Eckhardt eight nighttime 
minute participations equally divided between ABC TV 
and NBC TV and eight daytime minute participations 
on ABC TV. Springtime campaign is estimated to cost 
$40,000, at the rate of two network minutes weekly far 
each of eight weeks. 
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Spend your time more profitably 
in North Carolina where WSJS 
television gives you grade A 
coverage of a bigger retail sales 
market than any other station 

"^tVSS JTSS television 
Winston-Salem/ Greensboro 




PETERS, GRIFFIN, WOODWARD-REPS 
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Art Duram 



PAY TV: BLAST IN PITTSBURGH 
AND A PUSH IN HOLLYWOOD 

An explosive blast against pay tv was lodged last 
week at a meeting of the Pittsburgh Radio-Tv Club by 
Art Duram, senior v.p. for air media at Fuller & Smith 
& Ross. 

Pay tv made news on the 
West coast, too, as National 
Telefilm Associates announced 
its plan to manufacture and 
license a pay tv home enter- 
tainment system. 

Duram outlined the "myths" 
of pay tv, key among them: 

• "There is not a vast reser- 
voir of talent and material 
ready to silence critics, entertain public. There is prac- 
tically NO reservoir. 

• "There is not an exciting future in special events 
because free tv has and will do an outstanding job of 
giving the viewer everything ne wants. 

• "Pay tv is not an opportunity to make minority or 
intellectual groups happy with the kind of programing 
they desire." 

He warned his audience of ad and broadcast men that 
Unless we find some meeting ground between tastes of 
masses and intellectuals, some mighty money men are 
going to take over our job of filling that 24-inch screen." 

NTA, working with Home Entertainment Co., says the 
new system for pay tv "costs 50% less to manufacture, 
^70% less to install and 70% less to maintain" than 
:ompetitive systems. 
It would offer viewers three pay tv channels, two with 
ay programing and one free with show information and 
ntertainment. 



Combo media plans give hypo to radio 

Reports from Chicago and New York last week point 
:o a blending of radio and print in the media mix as a 
3ig reason for the hypo in radio this spring. 

SPONSOR'S Midwest staff reports heavy combination 
'adio-print business as advertisers, scrutinizing what 
:heir dollars buy, take note of radio's "ability to hit hard 
)etween impressions of other high-impact media." 

Among them: Commander through Leo Burnett; Ac- 
:ent (NL&B), various dog foods with the exception of 
Ken-L-Ration, and most farm machinery — International 
Harvester, John Deere and J. I. Case (with the notable 
exception of Massey-Ferguson). 

In New York, Pepsi-Cola President Herbert L. Barnet 
loted in an annual stockholders report that the com- 
pany was "largest user of network radio and the fifth 
argest for color newspaper ads" last year. 



Ad Row's 'clumsy amateurs' 

"There's no business that so thoroughl) punishes 
the clumsy amateur.'" Charles Brouer. hoard chair- 
man of BBDO. noted this fad of advertising life in 
his report to stockholders on 1960 s progress. 

"In a business such as ours, where bovs and girls 
become men and women rapidh, you've got to 
have a lot more than heart. You've got to have 
that — plus responsibility, sensitivity, judgment, un- 
derstanding." 



JANUARY NET TV BILLINGS UP 
$4 MILLION FROM LAST YEAR 

National advertisers spent $4 million more on network 
tv time this past January than during the same month 
in 1960, with an average dollar gain of 7.1% averaged 
for all three nets. 

So Television Bureau of Advertising reported last 
week, noting that the biggest gains were scored for day- 
time slots and at ABC TV. Latter saw a 19.9% rise in 
gross time billing, contrasted with a 9.6% gain for NBC 
TV and a 2.3% drop for CBS TV, all for comparable Jan- 
uary periods. 

LNA-BAR analysis of sales by day parts shows that 
daytime for the full week was up 21.8%, with Monday- 
Friday periods rising 28.5% and weekend slots down 
.6%. Nighttime time sales rose .9%. 

All told, gross billings for time periods sold in Jan- 
uary amounted to $61.8 million — $40.8 million at night 
and $21 million daytime. 



ABC division contributed $222 million 
of AB-PT's '60 total of $334 million 

Springtime verve and optimism were reflected in AB- 
PT's annual report to stockholders released last week. 

The ABC division contributed the bulk of the com- 
pany's income for the year — $222.4 million of a $334.4 
million total. Gains in tv were especially auspicious, 
with these summaries reported by the network. 

• "First position in share of audience during prime 
evening hours" in three-network markets; 

• Addition of 16 full-time primary affiliates, with a 
total of 115 stations giving direct live coverage of 88% 
of the nation's tv homes; 

• Share of nighttime home viewing hours went from 
32% of the three-net total in '59 to 34% in '60; 

• Gross time sales zoomed 26% above '59, "again the 
largest percentage as well as dollar increase" of the 
networks. 

Dollar billings for time moved from $20 million in 1953 
to $120-plus in '59 and $160 million in 1960. 
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lie laugh* west (<g>) who laugh* last -^j 

! ! 
Some people started laughing right off the bat when they heard we planned to concentrate on comedy this season. They 
were sure it wouldn't work. These days they're not laughing so hard— but the nation's viewers are, and so are the sponsors 
of our comedy programs. The audiences attracted by the average comedy program on the three networks this season tell 
the story: Network Y— 7.3 million homes... Network Z— 8.9 million homes... CBS Television Network, 9.5 million homes.* 
Moreover, in the latest Nielsen report three of our funniest shows are in the Top 10— and two of them are brand new this 
season. t But the thing that keeps a|l our advertisers smiling is that the CBS Television Network attracts the biggest average 
audiences in every category of entertainment, laughs or no laughs.'Njuon»,deN ie isen.6iipm.AA.ioct .i96o-iMar i%i umi .i96i.aa<cbs 7oitodio> 
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NEW ORLEANS 
ORITE . . . 



Here's how to 
make it: 




6 



Seoson 6 fillets of red snopper 
(eoch 6- or 7-oz.) with solt ond 
pepper, rub with butter, broil until 
done. 

Prepore dressing: Combine 1 
cup dry, fine breod crumbs with 1 
cup row shrimp (peeled, deveined 
ond chopped), 1 cup chopped row 
oysters, 1 cup chopped scollions 
(green and white). Saute these in- 
gredients in 2 tbsp. melted butter 
and odd 2 tbsp. fish stock. Yields 
6 portions. 

Heop dressing on brown side of 
broiled fillets. Serve piping hot, 
with garnish of your choice. 



1 






Dinner by candlelight at The Old Absinthe House 

WWL-TV. . . new New Orleans Favorite 

Few programs in New Orleans television history have received the praise and applause — 
both on a local and on a national scale — as that received by "Channel 4 Reports," a news- 
public service feature produced by WWL-TV News Director Bill Reed. 

One "Report" show, entitled "Crisis In Our Time" and dealing with the explosive inte- 
gration disturbances which rocked New Orleans last fall, drew praise on a national scale from 
Sponsor magazine columnist Joe Csida: 

"This certainly is a prime example of the increasingly brave, socially aware attitude of 
our broadcasters . . ." 

And, locally, the editor of the 
New Orleans Times- Picayune not 
only made a personal request that 
the show be repeated but also pub- 
lished a message to the general public 
promoting the repeat showing. This 
shows the respect and esteem in 
which WWL-TV's public affairs 
programming is held even by its 
competition. 



WWL-TV 

NEW ORLEANS 

Represented Nationally by Kotz 
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GOOD NEWS! SPOT ON MOVE! 



^ Radio and tv spot expected to benefit most quickly 
among media to economic upturn and have record year 

^ Heavy March buying adds to feeling much ad money 
held back during slowdown was always intended for spot 



pot radio and television, despite a 
slow start, can expect a record year 
in 1961. The feeling in the industry 
is that the spot media — more sensi- 
tive to the zig-zags of the national 
economy than an) others — will re- 
hound quickly with bettering of eco- 
nomic conditions. 

Strong spot buying in March, after 



a slow January and February, has 
boosted media morale, and selling — • 
especially in tv — is expected to be ex- 
tremely brisk for April and May. 
Most observers also agree that sum- 
mer will be about the same as last 
year and fall \ery heavy. Radio had 
its best 1960 period in the second 
quarter and can be expe; ted to fol- 



low last year's pattern from now on. 

A big second quarter will also 
prove, representative and station 
sources declared, that money kept on 
the shelf by advertisers — as they held 
back to judge conditions — was allo- 
cated to spot all along. 

Because spot is so tied to the ups 
and downs of the nation s business, 
there are several factors, they pointed 
out. that have turned the 1961 ar- 
row upward: 

• Because of the short-term buys 
possible with spot, it is the first to 
benefit from the upturn as it was the 
first to feel the pinch last summer. 

• Because of the market-by-mar- 
ket nature of the spot media, they 
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arc ideal for tin* introduction of new 
product*. In the 1960's. big adver- 
tisers will have to come out with 
more and more new products to keep 
up their profit margins. This* lias al- 
ready been evident. The value of 
spot to the smaller firm (the classic 
tv example being Lestoil) is well 
documented. 

• Because auto buying and pro- 
duction usually reflect quicklv on 
spot billings, an expected upturn 
this summer should help spot. Auto 
production means a steel pick-up. 
and all of this spurs a lot of adver- 
tisers, gets a lot of complementary 
industries mo\ ing. 

• Because newspapers are giving 
headline treatment to \arious in- 
quiries into air media — especially 
ratings — there is a feeling, articu- 
lated mostly in the mid-West, that 
some advertisers ina\ divert money 
into spot rather than sponsor the 
public-service type programs that will 
evolve, programs that Congress and 
the FCC wants hut which onlv a 



small segment of the population 
watches. Instead, advertisers are ex- 
pected to latch on to adjacencies of 
popular shows wherever possible. 
This thinking is based on the theory 
that tv money lost to the network is 
most likely to end up in spot. 

But reps and station men saw sev- 
eral good signs that indicate that 
most stations can expect a good year. 
First, not many of them expected a 
ven good March and April, and this 
was reversed. Second, in tv especial- 
ly, even when things fell off at the 
beginning of the year there was no 
unusual "chiz-biz"' — i.e., no selling 
off at local rates. This indicates 
soundness in a medium, they said, 
when it lias held the line. Third, 
salesmen were pretty much on the 
jump at mid-March, getting quick 
availabilities and confirmations, and 
are, to all appearances, hepped upon 
making it a big spring. 

Radio had been slow until March, 
which was as brisk as the weather — 
particularly in Chicago. "Radio," as 



Larn Webb, managing director o 
the SKA, put it, '"depends on tin 
economy. If things continue to picl 
up generally, we have high hope: 
that radio will. 

''Under these conditions, there i: 
no reason why radio shouldn't he i 
good deal better than in 1960. Thi 
second quarter, in fact, should be ) 
good deal better than last year, am 
that was our best 1960 quarter. Over 
all, I'd say we'll hit S200 million.' 
(SKA estimates are based on timi 
sales; for 1960, SRA estimated spo 
radio at $191 million.) 

Television's 1961 outlook is varied 
depending on which markets one i: 
judging. The major markets, accord 
ing to Larry Israel, president o 
TvAR, are in for a record year. "Wi 
had a very good first quarter," hi 
declared. "Major markets make tin 
difference. The medium is picking u| 
now; with a new wave of spot buy 
ing it's definitely increasing in tem 
po . We are hopeful for a better thai 
average or at least a normal summer 



What sellers say about 1961 prospects for spot tv and radic 




MAJOR MARKETS, says TvAR's Larry Is- 
rael {left), should have a good year, but no 
particular "boom" should be expected. There 
will be some spotty periods, but over-all he ex- 
pects a record year for his firm's represented 
stations. C. Richard Swift (right) of Boil- 
ing says smaller markets may he exceptions 
to the record year, "due to the fact tluit net- 
work participation schedules have diverted 
money that would ordinarily have been allo- 
cated to spot television in the small and 
in some medium-sized markets. 

RADIO WAS BRISK in March, says Larry 
Webb ilejt) of SRA, and "if things continue 
to pick up generally, we have high hopes that 
radio will" for the whole year, lie predicts 
a 51 increase over the record spot radio 
hillings of I960. Ceorge C. Lindsay (right), 
director of TvB's midwest bureau, thinks that 
spring and summer "look very good," and 
notes that tv-viewing hit an all-time high in 
February, and new Nielsen-TvB data, refut- 
ing the summer audience fall-off, should en- 
courage the advertisers." 
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New, improved brands are boosting spot tv. Here are 25 



Brand 


Description 


Client 


Agency 


/in in 


cm ioh romorlw 
LUu^l 1 1 cl 1 IcU V 


Phocohrni inh.PnnH'c 
Vyi icbcui uu^i 1 r ui lu b 


vUl 1 1 UlUI 1 


A //rps/ 

till 1 1 c 


allprpv control 

cji ici y uui i l i \J \ 


Pharma-Prjift 

I I I a I 1 1 Id Vylall 


Panprt K&L 

1 CM L, 1 \ Ot L — 


Brim 


calorie control 


General Foods 


Y&R 


Choice 


hand soap 


Colgate-Palmolive 


Ted Bates 


Gainesburgers 


dog food 


General Foods 


Y&R 


Green Giant 


new frozen food line 


Green Giant Co. 


Burnett 


Johnson's Shoe Polish 


for men, women, children 


S. C. Johnson Co. 


B&B 


Knoor Soups 


packaged soups 


Corn Products 


L&N 


Life 


high protein cereal 


Quaker 


JWT 


Lifebuoy 


green soap 


Lever Bros. 


SSC&B 


Mayouette 


low-calorie mayonnaise 


Frenchette-Carter 


Ted Bates 


Micriu 


oral mouthwash 


Johnson & Johnson 


Y&R 


Millhrook Bread 


bread 


National Biscuit 


McC-E 


Mrs. But terioor tit's 


Maple Syruj) 


maple syrup 


Lever Bros. 


JWT 


"New" Rinso Blue 


improved detergent 


Lever Bros. 


SSC&B 


"Neiv" Premium Dnz 


improved detergent 


P&G 


Compton 


Post Top Three 


cereals 


General Foods 


B&B 


Quaker Puffed Graius 


for adult weight watchers 


Quaker 


Compion 


Reivard 


all-purpose detergent 


Lever Bros. 


JWT 


Rit Tiiits & Dyes 


new line for garments 


Corn Products 


SSC&B 


Sego 


900-calorie formula 


Pet Milk 


Gardner 


Starligltt Sham puff 


shampoo in pads 


Lever Bros. 


JWT 


Summer Country 


margerine 


Lever Bros. 


SSC&B 


Trenton Cake Mix 


cake mixes 


Trenton Milling 


Adams & K 


Vim 


detergent 


Lever Bros. 


OB&M 


Waterman Pens 


new line 


Waterman-Bic Co. 


Ted Bates 



''There will, of eourse, be a great 
arianee from market to market,'' lie 
dmitted, "but by and large, the ina- 
>r markets should have a good year, 
t's not fair, however, to predict any 
ig boom, as there will be some spot- 
f periods. But overall, we expeet a 
etter year in 1961 for our markets 

and 1960 was a record year for 
s." 



G. Richard Swift, president of The 
Boiling Co.'s tv division, noted that 
while the big March selling brought 
first quarter spot up to or above 
1960. there were a number of mar- 
kets which have felt some drop. 

"The biggest exceptions have been 
the smaller markets,'' he said. "They 
have not enjoyed as much dollar vol- 
ume primaril) due to the fact that 



network participation schedules have 
diverted money that would ordinarily 
have been allocated to spot television 
in the small and in some medium- 
sized markets. 

"Despite the siphoning of national 
spot dollars." he predicted, "we are 
looking for greater development of 
new advertising in the third and 
especially the fourth quarters of this 
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year that will more than offset losses 
and put the 1961 total dollar figure 
ahead of last year. 

"To what degree." he added, '"is 
not immediate!} discernahle. hut a 
favorable climate has been forecast 
for overall business and this can be 
expected to reflect further increases 
in national ad dollars." 

In the midwest, optimism is run- 
ning high for the immediate future 
of spot — both radio and t\. Many of 
the factors making for Chicago's rosy 
attitude are the same as in New 
York: new product* using spot, gen- 
eral economic upturn trends, hopes 
for an improxed auto buying year. 
An added factor is increased market 
penetration. Sc\eral recent buys 
have been on a multi station per 
market basis. 

Spring and even summer look 
"very good" for spot tv at T\ 15 s 
midwest division. Director George 
C. Lindsay noted that "tv viewing 
hit an all time high in February, and 
new Nielsen-TvB data, refuting the 
summer audience fall-off, should en- 
courage the advertiser awareness of 
television's summer potential." 

Part of the bright outlook stems I 
from the feeling that the network 
spot carriers will not drain as much 
money from the midwest as they will 
from the east this year. Thomas S. 
Buchanan, v. p. in charge of midwest 
sales at L\ erett-McKinney. supported 
this theory, and said that "as a re- 
sult, we see every indication that the 
third and fourth quarter spot radio 
and tv orders placed from here will 
again break records this year. Spot 
radio and tv." he said, "are ideal 
media for the many regional mid- 
west advertisers whose distribution 
does not need network coverage." 

Dwight "Doc"' Heed, executive v. p. 
of Il-R. Chicago, noted that some ad- 
vertisers were placing shorter sched- 
ules this year. but. despite this, spot 
income will be greater than in 1960. 
The reason: "Accounts are concen- 
trating more in market participation, 
more stations are being used in each 
market, and this will increase total 
spot re\enue. 

l'nt the talk I about spot tv) in 
Vew \ ork w as concentrated on new 
products. Putting the situation very 
aptly , liaise) Barrett. The Katz 
I I'Irnsr turn to page -i" I 
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WHAT'S BEHIND THE 

All three nets will have prime lime cartoon serie 
in 1961-52 paid for by advertisers with adult product 

^ Seven shows are set for the tv webs. The eartooi 
trend also hits national spot and syndication prograniinj 



A\ show to watch this season. The 
FHnlsiones — first half-hour regular 
prime-time cartoon series on tv — has 
come through in two ways. 

First, good Nielsens put it in the 
circle of new hits of the \ car. Thir- 
led to renewals bv Miles Labs and R. 
J. Reynolds. 

Second — and much more impor- 
tant — the show seems to have 
touched off a programing trend to- 
ward cartoons for 1961-62. It could 
be the biggest trend since the West- 
erns. ABC TV may be the prime 
mover in cartoons as it was in 
Westerns at first. 

There'll be seven cartoon shows on 
the networks, possibly one or two 
more. Every network has at least 
one, but ABC TV has the most. 

ABC TV will be represented with 
two new cartoon series and two re- 



newals: Top Cal and Calvin and tl\ 
Colonel are new and FHnlsiones aij 
Hugs Bunny are in the renewal cati 
gory. 

CBS TV has one new series, A hi 
and the Chipmunks. 

\BC TV's two shows are in colo: 
Each is refurbished but not totall 
new. They are: Wall Disney's Wot 
derjul World of Color and Bu 
Winkle. 

Paralleling the network cartoo 
vogue is the trend in national spol 
besides Kellogg's three series, IM 
cereals has Dick Tracy. There ai 
also a spate of syndicated cartoo 
shows. 

Win a cartoon \ogue? Win now 
Who is it for? Who watches? Wh 
are the sponsors? How big can tli 
trend get? What, if any, are il 
natural limits? 



FIRST of the regular nighttime half-hour tv cartoon series and one of the ratings hits i 
the present season is 'The Flintstones' on ABC TV, renewed by Miles and R. J. Reynolds fi 
ner.t year. SKow is by Hanna-Barbera, who began with three others for Kellogg in national spi 
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TREND TO NETWORK CARTOONS 



Until a few years ago cartoons 
leant one of two things: animated 
haracters in commercials, and Hol- 
ywood cartoons made for theaters 
nd shown by stations. There were 
ome network cartoons, but they 
i ere either brief segments, like Ruff 
nd Ready, or short-lived, like Boing- 
'oing. 

Then a cartoon revival occurred — 
ut still not on the network level, 
[ellogg put one. then two, finally 
hrue cartoons into national spot : 
lucklebetry Hound, Quick Draw 
IcGraw, and Yogi Bear. All were 
lade by Ilanna-Barbera, through 
croen Gems. The made-for-tv car- 
)on was slowly replacing its an- 
ostor. the theatrical cartoon. 

Finally last fall ABC TV decided 
) take a chance. It put a regular 
lalf-hour cartoon series into the 
i*ime-time schedule: The Flintstones. 
fife out of the Hanna-Barbera shop, 
ne show was scheduled at 3:30 p.m. 
riday. 

1 The Flintstones was one of the 
'its among the season's new network 
hows. Its Nielsen average for the 
kason is 23.6 (average audience) 
nd 38% share. The latest Nielsen 



puts it 15th among shows for aver- 
age audience with a 41.9 share and a 
25.4 rating. The 17 March 24-citv 
Nielsen gives Flintstones a 31.4 rat- 
ing and a 50 share. 

ABC TV's other regular cartoon 
series this year, Bugs Bunny, made 
by Warner Bros., was also a rating 
success. 

For fall ABC TV has sold two new 
series: Top Cat, produced by Hanna- 
Barbera (Wednesday at 8:30 p.m., to 
Bristol-Myers and Kellogg) — the lat- 
ter the most experienced advertiser 
with cartoon shows on tv today. 
ABC also sold Calvin and the Colo- 
nel to Whitehall and Lever Bros, for 
Tuesday at 8:30 p.m. 

CBS TV's new cartoon series is 
Alvin and the Chipmunks, made by 
Format Films, scheduled at 7:30 
p.m. Wednesday, and sold to General 
Foods and probably General Toy. 

NBC TV's Walt. Disney's Wonder- 
ful World of Color is sold to BCA 
and to Eastman Kodak, a full hour at 
7:30 p.m. Sunday, preceded at 6:30 
by Bull Winkle for General Mills, 
also in color. 

Today's cartoon vogue clearly has 
several aspects, all important. Pro- 



graming has graduated from chil- 
dren's fare to family fare, but many 
of the producers started in juvenile 
entertainment. Hanna-Barbera. War- 
ner Bros., and Walt Disney all went 
into tv cartooning with a heavy 
emphasis on younger viewers. 

All of the cartoons are scheduled 
in early evening. All leave the air by 
9 p.m., and most of them by 8 p.m. 
From the network viewpoint it 
means catching the younger viewers 
relatively earl) in the e\ening and 
attempting to use their influence to 
control the set into the middle part of 
the evening. 

Advertisers in the shows are inter- 
ested in adults, not children. With 
the exception of Kellogg. General 
Mills, and General Toy, these adver- 
tisers all have adult products: Miles. 
R. J. Reynolds. Bristol-Myers. Gen- 
eral Foods. RCA, and Eastman 
Kodak. 

Some insiders see an eventual con- 
flict between the producers and net- 
works, who are interested in a chil- 
dren's audience, and the advertisers, 
who want adults. But no problems 
have cropped up vet. R. J. Reynolds 
( I'lease turn to page 58 ) 



HEATRICAL PRODUCERS are stepping up tv cartoon production, 
garner Bros.' 'Bugs Bunny' is renewed on ABC TV; Disney switches 
bm ABC TV to NBC TV, goes to color and to a full hour in the fall 




IN PREPARATION is tv's greatest crop of new cartoons to date. 
Storyboards are from 'Top Cat' on ABC TV; others include 'Calvin 
and the Colonel' on ABC TV and 'Alvin and the Chipmunks' on CBS TV 
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MAPPING OUT super-saturation campaigns is a joint project at Zubrow. Here vice president 
and account executive Bill Drutt (hand on ear) discusses new strategy with (I to r) timebuyer 
Yolanda Tini, art director Ed Macon, merchandising director Ted Stein and other staff members 



SO YOU THINK YOU 
BUY SATURATION? 

^ Illinois food producer, Brooks Foods, buys 400-700 
spots a week per radio station through S. E. Zubrow 

^ Brooks' sales are up considerably since its erash spot 
radio effort began last year in three midwest markets 



■ olancla, buy 600 spots on 
WMAQ, Chicago, for the week of 
the 4th, for Brooks." You heard it 
right. The man said 600. for just 
one week, on one station, in one 
market. 

The man in this case is Hill Drutt, 
vice president and account executive 
at S. E. Zubrow. Ine., Philadelphia 
ageney for Brooks Foods. Yolanda 
is Zuhrow's timebuyer Yolanda Tini, 
and it is nothing for her to buy any- 
where from 400-740 spots per week, 
per station in a ghen market on be- 
half of Brooks. She buys these in- 
tense radio saturation campaigns in 
six- to eight-week flights. 

These crash buys are made four 
times a vear in three markets Chi- 



cago, Indianapolis and St. Louis — - 
on behalf of Brooks' three most pop- 
ular specialty items: catsup, barbe- 
que saure and chili hot beans. 

"When you're competing for sales 
with giants like Heinz, Hunt's, Del 
Monte, you've gotta do some fast 
thinking," explained Drutt. "They've 
got the extensive advertising budg- 
ets and can go all-out in tv, radio, 
print, billboards, you name it,'' he 
said. 

When Zubrow took over the 
Brooks account about a year ago, it 
decided to concentrate its low six fig- 
ure budget in one medium, in 
just a few select markets, and for just 
three of their major products. (The 
other products are tomato juice, pork 



and beans and a variety of soups.) 

"W ith Brooks' limited ad budget, 
we built their advertising campaign 
on two principles: (I) concentration 
of the advertising dollar by market 
territory, and (2) integration of ad- 
vertising, sales promotional efforl 
and sales effort," said Drutt. 

Out of Brooks' 33 mid-western 
marketing territories, Zubrow select 
ed Chicago, Indianapolis and St, 
Louis for this concentration. 

"After selecting radio as the best 
bu\ for Brooks, we deeided we would 
completely dominate those stations 
we'd use in these three markets witli 
from 400-700 spots per week," said 
Bill Sherry, Zubrow media director, 
"In some cases we were on every 1C 
minutes, round-the-clock, on a given 
station." he said. 

Stations which received this ex, 
tensive business last year included 
W'MAQ and WLS, Chicago; WIBC, 
Indianapolis, and KWK and KXOE. 
St. Louis. 

On the creative end. Drutt and his 
staff extended the concentration prin- 
ciple by building all of the Brooks 
copy around a single theme: "There's 
a sizzle in the flavor of Brooks' tangy 
catsup (barbecue sauce or chile hot 
beans)." 

Five-second and minute spots werl 
bought, primarily the former. In the 
case of minutes, the five-second spot 
was used as a lead-in to live copj 
prepared for local announcers. 

Meanwhile, Brooks' own chief ex- 
ecutives, Glen Knaub, vice president 
and general manager, and Josepl 
Butts, general sales manager, got be 
hind the campaign by generating cn 
thusiasm among the sales force, brok 
ei's, and production personnel 
through a series of presentations. 

In' terms of the integration princi 
pal. all merchandising was tied ii 
with the advertising. "To get thi 
fullest utilization of this advertising 
the promotional and dealer allow 
ances in markets where we used sat 
uration was less than in market' 
where we bought considerably light 
er radio." said Drutt. 

In addition, the agency recom 
mended the use of a "Brooks Broad 
cast Bonus Plan." Under this setup 
Brooks spots were shared with ke* 
chain and independent grocers in ex 
change for displais and promotion 
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of Brooks produets in stores. 

What about results? In the first 
10 months of the campaign (April 
1960-January 1961) Brooks' sales 
were running 20% ahead of the pre- 
ceding year in markets where the ra- 
dio concentration was used, Drutt re- 
ported. Total company sales, includ- 
ing all Brooks products wherever 
they are sold, are running about 10% 
ahead of the previous year, he said. 

The number of key advertising 
markets for the present fiscal year 
has been increased to five, the two 
newcomers being Detroit and Cleve- 
land. Brooks' total advertising budg- 
et has been increased by 35%. This 
is due to the increase in sales, Drutt 
pointed out. 

| Needless to say the elient is de- 



lighted. "We have together devel- 
oped a smooth team effort in the first 
year of our relationship." said Glen 
Knauh. "Our agene), sales manage- 
ment and general management meet 
in regular joint sessions for budget- 
ing and ohjeetive planning. In addi- 
tion, the sales management and 
ageney work together at the opera- 
tional level — that is, in the field as 
well as at the plant." 

Brooks' plant is in Collinsville, 111. 
The eompany has been in operation 
for over 50 years. In 1959 it merged 
with Ritter food produets of Bridge- 
ton, N. J. 

This concentrated use of spot ra- 
dio is "representative of the philoso- 
phy of operations of Brooks and 
Zubrow," said Bill Sherry. "In to- 



da) 's competitive environment the 
small advertiser eati make effective 
use of his advertising budget to get 
sales increases." he said. 

"The entire eeonomie seene has 
changed in the last 10 years," Sherr) 
pointed out. "Ten years ago, people 
were 'buying, buying, buying.' But 
toda) with unemplo) ment and the 
changing structure of the economy, 
the little companies and the hig com- 
panies have to compete for the same 
sales dollar. We do it with con- 
centration." 

But wh) sueh intense concentra- 
tion? "You have to tantalize the 
housewife, penetrate her inind and 
emotions," said Bill Sherry. "You 
have to ereate a state of mind in her 
(Please turn to page 60) 



AGENCY ANSWERS THREE PERTINENT QUESTIONS 

Why does Zubrow buy so many spots for Brooks? 

ZUBROW'S THEORY is that when a low budget advertiser is competing with giant corporations he 
must eoneentrate his buying in one medium, in a limited number of markets. In order to ereate a state of 
mind in the potential buyer, who has been using a name brand, Zubrow believes in monopolizing a sta- 

I 

lion and pounding away at the listener. Copy line is also eoneentrated and repetitious. 



How does the agency find all those availabilities? 

THE AGENCY has learned that to find 700 or so availabilies it must do its buying months in advanee. 
Stations are reluetant to sell sueh huge bloeks of time. It is fairly unprecedented and it might tend to 
alienate other customers, say the stations. Zubrow is willing to wait for a long period of time to put 
through its desired super-saturation orders. 



What is the cost discount in these situations? 

THERE IS no set pattern or framework whieh stations go by in buys of this quantity, Zubrow has found. 
Stations are not prepared for these buys in their rate structures. Therefore discounts are negotiated sep- 
arately in eaeh case. In one instanee Zubrow found a 1,000 time discount but used it up very fast, and 
lad to renegotiate with the station. 
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BEDSIDE NETWORK" AIDS VETS 



^ 400 admen and broadcasters provide unique rehabilitation help through VHRTG 
for the more than 125,000 patients in 3 35 veterans hospitals across the countrj 



r li is week marks the thirteenth an- 
niversary of the "Bedside Network." 
a unique cooperative endeavor of the 
broadcasting, entertainment and ad- 
vertising industries that is bringing 
hope and pleasure to thousands of 
the nation's hospitalized veterans. 

The ''Bedside Network" is the 
"brand name" of the Veterans Hos- 
pital Radio and Television Cuild. a 
group of more than 400 professional 



advertising men. actors, writers, di- 
rectors, engineers and musicians who 
volunteer their sen ices to aid in the 
rehabilitation of 126,601 patients in 
115 Veterans Administration hos- 
pitals across the country. 

Lending their talents in an\ way 
possible from directing performances 
in locked mental wards to typing 
scripts and raising money, these 
dedicated volunteers from Madison 



Avenue and Broadway encouraa 
and train the hospitalized veterans t< 
produce and perform in the all 
patient shows which are taped fo: 
broadcast over the hospitals' closed 
circuit radio and TV networks. 

The idea, as it was conceived b; 
the VHBTC's co-fonnder, A. Car 
Kigrod. a v ice-president of Doriahni 
& Coc advertising agency, is to teacj 
the patients to entertain themselve 



VOLUNTEER members of VHRTG help veteran patients to produce and perform in closed circuit radio/tv shows at hospitals. Below, Nanc 
Moore, actress and writer, patient, William Kaufman, NBC Sales, Wallace Green, editor Western Publishing Co. at work on a typical projec 
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BEDSIDE NETWORK' members meet to discuss fund-raising drive. (I. to r.) Lawrence Ker- 
tein, chmn. VHRTG Committee for Admen's Post of American Legion, Richard Salant, pres. 
CBS News and RTES, Anne Seymour, actress, and Joe McDonough, v. p. Cunningham and Walsh 



hospitals in 1<> states. Writers also 
volunteer their skills in preparing 
the scripts for use by the hospitals. 

To carry on its work, the "Bedside 
Network" must rely on voluntary 
contributions solicited entirely in the 
New York area. It receives no finan- 
cial aid from Federal or state govern- 
ments and operates on a tight budget 
of $25,000 a year. 

Another chronic need is for volun- 
teers — an) one who can answer a tele- 
phone, type a news release, operate 
a tape recorder or carry a tune. The 
work is often tedious and difficult, 
but the rewards are as obvious as the 
smile on a paralyzed veteran's face. 

Returning from a visit to a hos- 
pital ward reserved for quadrapa- 
legics, VHRTG member Bill Kauf- 
man, of NBC sales, shook his head 
and said: 

"I'd like to take every guy on 
Madison Avenue and walk him 
through that ward. I defy anyone to 
look at those men and not be moved 
to help." ^ 



nd at the same time to involve them 
n a group activity which has proved 
o have a valuable therapeutic effect, 
;specially on mental patients. 

From the beginning, the "Bedside 
Network" has had the support of the 
eaders of the advertising and broad- 
asting industries, as well as veterans' 
nd service groups. Members of the 
\d Men's Post No. 209 of the Amer- 
can Legion and the American Red 
^ross act as drivers for the teams of 
volunteers who visit VA hospitals in 
he New York area four nights a 
veek. 



Arthur Hull Hayes, president of 
BS Radio, and Stanley Adams, 
iresident of the American Society of 
bmposers, Authors and Publishers, 
;erve on the VHRTG advisory coun- 
:il. On the organization's board of 
governors are Claude Barrere, execu- 
ive director of the Radio and Tele- 
vision Executives Society, and G. 
rhaine Engle, manager of NBC's na- 
ional advertising department. 

The networks and individual writ- 
ers donate radio and television 
•cripts to the "Bedside Network's" 
'Script-Kit Service" — a lending li- 
brary of scripts which is used by 99 
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MEMBERS of a 'Bedside Network' team re- 
hearsing radio script with a veteran patient 
for a closed circuit program (I. to r.) pa- 
tient, Bill Weyse, WNBC writer-produeer-di- 
reetor, and Julie Christy, tv and stage actress 



ACTING as tape recorder 'engineers' on a 
'Bedside Network' location job are Terry 
Ross, senior sound effects artist of ABC, and 
Bud Collyer, m.c. of 'To Tell The Truth' 



- 
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PLANNING in new projects at 'Bedside 
Network 1 headquarters are Nancy Moore, 
actress, Dick Foorman, copywriter, William 
Esty, Douglas Parkirst, tv actor-writer, pres. 
VHRTG, and William Kaufman of NBC Sales 



VHRTG keeps a 'Seriptkit Library' of scripts, 
sound effects, music records for use in veter- 
ans hospitals shows. Below, CBS writer 
Elizabeth Pennell, and Nancy Moore, actress 
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ONE-SHOTS CAN PUT REGIONAL 



^ liBDO brings them in for Sehaefer, other clients, 
at $5,000 to $70,000 for one market, clears prime time 

^ Hour-long St. Patrick show, with only 20 seconds 
of commercials, heats out two nets in N. Y. showing 



H 



low docs a regional or loral tv 
advertiser, up against the glamor of 
network series and specials, manage 
to stand out? 

BBDO tarkles this problem for 
Sehaefer beer and other clients by 
means of loral specials. The agency 
develops the program idea, plavs an 
extensive co-production role, nego- 
tiates for advantageous station slots, 
and promotes the wa\ a network 
would within the markets covered. 
Production costs dip as low* as $5,000 
for one market, which allows for the 
occasional splurge which can hit 
S70,000. 

BBUO executive v.p.-creativc di- 
rector Bob Foreman sees the local 
special, with careful attention to 
quality, as a natural for "advertisers 
of pride and taste who may have 
shied from tv because tlie\ felt the 



local-level programing available to 
them did not meet their require- 
ments." (Foreman feels that with the 
exception of locally-produced news 
and weather franchises, much of the 
read\ -made programing w ithin reach 
on a local or regional basis is not at- 
tractive to such advertisers.) 

Back in 1960 BBDO blanketed a. 
20-state sales area with a one-shot 
for Gamble-Skogino, Inc.'s mid-West 
retail chain. That was a prime-time 
operation on 70 stations affiliated 
with one network or another. An- 
other niulti-inarket special, particu- 
lars not set for publication, is forth- 
coming from BBDO. 

In t lie case of Sehaefer, Foreman 
describes an extremely competitive 
situation, especially in New York, 
with most of the battle being fought 
on tv. To gain notice you have to 



do something different, points out 
Foreman, so Sehaefer is supplement- 
ing its hefty tv schedule of sports- 
casts and announcements with these 
specials, on a frequent basis. 

Most recent of the Sehaefer one- 
shots was "The Story of St. Patrick." 
presented in four markets on the eve 
of St. Patrick's Day. The hour-long 
show, narrated by aetor Myron Mr- 
Corniick and illustrating the story In 
means of filmed paintings and other 
works of art. ran in prime time over 
WNEW-TV, New York, and also was 
aired in Boston, Philadelphia and 
Albany. 

' Commercial material consisted of 
three mentions that Sehaefer was pre- 
senting the program — which took up 
about 20 seconds of the hour. It \va- 
assunied that this commercial re 
straint, in keeping with the religiou- 
natnrc of the show, would be appre- 
ciated by the viewers, many of whom 
represent an important beer-drinking 
group, the Irish-American market. 

In New York the show's Nielsen 
average hit 12.7, nosing out two ol 
the network presentations that ran 
simultaneously. Other sources ol 
satisfaction for advertiser and agen 
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How Schaefer local specials were 
produced and placed in station lineups 

11 FEBRUARY— "Now . . . Nigeria," first of the Schaefer Circle of Special 
Programs, was filmed by independent producer William Alexander, with BBDO 
contributing some writing, structuring and basic editing. Scene from show 
(I) is from a Nigerian school. A time slot was opened by pre-empting Schae- 
fer's regular Saturday night musical variety show on WABC-TV, New York. 

16 MARCH— "The Story of St. Patrick," was seen on the eve of St. Patrick's 
Day over WNEW-TV, New York, and in Boston, Philadelphia, and Albany. For 
this hour-long film depicting the story via paintings and other works of art, 
BBDO was responsible for research, format, and introductory writing prior to 
turning the script assignment over to WNEW-TV's Mel Bailey. Scene (c) 
shows narrator Myron McCormick and St. Killian's boys choir. 

2 MAY (Tentative) — Willie Davis pictorial will show his early days in Califor- 
nia and current experiences as a Los Angeles Dodgers rookie in spring train- 
ing in Florida. Davis is shown in picture (I) with academy award winning 
cameraman, James Wong Howe, who is doing the filming. Project was 
assigned to producer David Wolper. Negotiations are on for four markets. 



CLIENTS IN THE TV LIMELIGHT 



,cy were favorable reaction by the 
jiiewspaper tv critics and warm let- 
ters from viewers. Additional mile- 
age from the show, brought in for 
minimal production costs, is poten- 
tially endless since expectations are 
it will develop into a perennial pres- 
entation. 

Foreman cautions that agencies 
earn their money "the hard way" 
when they build this kind of show. 
.BBDO people originated the idea, 
.did the research, developed the for- 
|tnat, and had the writing well under 
.way before turning the project over 
Jto Mel Bailey of WNEW-TV. He 
jadds that agency and advertiser can 
jtake great pride in the quality of the 
pid product, as can the tv station 
that carries it. 

And, from a purely practical stand- 
point, these programs can be spread 
lover a number of areas and clients. 
BBDO plans to make its local spe- 
cials available to clients of the agen- 
jc\ 's 18 branch offices throughout the 
U. S. wherever possible. 

While Schaefer's local specials are 
designed to be of interest to as wide 
an audience as possible, especially 
among beer-drinking males, most of 



them still seem to have a little extra 
appeal for one important segment of 
the market. With the St. Patrick 
program, it was the Irish-American 
market, especially in New York and 
Boston. Some other Schaefer specials 
indicate to the trade that the brewer 
is making a special pitch to Negroes. 



Back in February Schaefer pre- 
sented "Now Nigeria" to New York 
over WABC-TV, preempting its own 
Saturday night variety show time 
slot (11-11:30 p.m.). BBDO relied 
on independent producer William 
Alexander, himself a Negro, to bring 
{Please turn to page 60) 



Why BBDO likes the local tv special 



BOB FOREMAN, executive v.p.-creative 
director, BBDO, strongly favors the spot 
special as a means for regional or local 
advertisers to stand out in their mar- 
kets against network and other com- 
petition on the tv screen. He points 
out it's a lot of work for the agency, but 
well worth it in terms of impact and 
achieving quality programing. Other- 
wise, according to Foreman, there's no 
ready-made one-shot program material 
and as for series, he feels that the advertiser of pride and taste is 
hard put to find what he wants among what is available at the 
local level beyond station-produced news and weather. 
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EXTRA OOMPH for Raggedy Ann spot tv drive comes from hefty 
in-store merchandising that includes shopping bags (I) with cut-outs 
of animated characters. Merchants also got Ip (r) describing drive 



Who's Raggedy Ann? Tv tells all 



^ Food marketer's brand awareness problem alleviated 
by spot tv lineup lieavily merchandised at point of sale 

^ Phone survey shows number unaware of brand down 
75% after mouth; number in know more than doubles 



■ oo man) people in Chicago con- 
tinued to associate the term Raggedy 
Ann only with dolls after a number 
of years of outdoor and newspaper 
advertising by Raggedy Ann Foods, 
marketer of over 75 products. 

To boost brand awareness, Rag- 
ged) Ann last fall launched a heavily 
merchandised spot tv schedule on 
WBBM-TV, Chicago, its first entry 
into the medium. 

The animated spots, in a humorous 
vein, are spread over the station's 
Monday-Friday schedule. In-store 
merchandising material includes free 
shopping bags with a cut-out tv set 
and a strip of cartoon characters 
from the commercials which children 
can pull through the cut-out "screen" 
and tlierebv run their own commer- 
cials. The' bags have "WBBM-TV, 
CBS'' printed on the sides. 



Those stores that sign up for the 
display program (over 500 have) re- 
ceive for a small fee window blow- 
ups of the "Special of the Week," 
which also is featured in each week s 
tv spots, plus bulls-eyes and "tv spe- 
cial shelf signs." In addition, a long- 
pla) ing phonograph record describ- 
ing the entire campaign was made 
by WBBM-TV personality Lee Phillip 
and mailed to all retailers taking part. 

To test the effectiveness of this 
two-fold effort. Raggedy Ann ar- 
ranged a brand awareness telephone 
survey at its start and one month 
later. Among the findings: 

• Number of respondents unaware 
of Ragged) Ann as a brand name 
was down 75% (from 38 originally 
to 10 for the second survey) 

• Concept of Raggedy Ann as 
onlv one product was almost elimi- 



nated (down from nine to one) 

• 'Total of those cognizant of Rag- 
gedy Ann as a line of several food 
products more than doubled (up 
from 30 to 65) 

• Those who associate Raggedy 
Ann strictly with dolls, comic strip 
characters or storybooks were re- 
duced in number nearl) 50% (from 
21 to 121 

In assessing the results of the tv 
campaign and accompanying mer- 
chandising program Bill Olendorf, 
marketing v.p. of Raggedy Anns 
agency, Tobias, 0'Neil & Gallay, had 
this to say: "The brand has been en- 
joying an increase in consumer 
awareness and movement that had 
never been achieved before when we 
were using just newspapers and bill 
boards." 

As for tangible sales results, field 
trips made to retailers during the 
campaign arc reported to show that 
merchants who promote the "Special 
of the Week,'' featured in the tv 
spots hike sales of the spot-lighted 
item by at least 300%. One store re- 
ported an increase of 2.000 r ^ on the 
sale of a "Special" item. ^ 
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Tv viewers are financially secure 



^ Income study of tv households based on top ten shows 
reveals high percentage reporting middle-upper incomes 



M ore than three-quarters of all 
tv's viewing homes have a gross an- 
nual income over $4,000, the Ameri- 
can Research Bureau indicates in a 
recent national report. 

Based on the top ten network pro- 
grams, a highly representative sam- 
ple, the survey shows that a high per- 
cent of these homes reported yearly 
earnings better than $7,000. This 
category represents 259? . 



The wage bracket of most televi- 
sion households is between $4,000 
and $6,999. Slightlj over half— 51 
of all respondents — are within this 
income range. Ironically, the remain- 
ing 49 'r are divided virtually equal- 
ly between brackets under and over 
this category. Twenty-four percent 
earn less than $4,000 and, as men- 
tioned previously, 25 r ? make more 
than $7,000. 



With the exception of the lowest 
and highest dollar categories, there's 
no extensive variation in the range 
of incomes viewing the various pro- 
grams falling into the Top 10 category. 
The highs and lows are as follows: 
A. 10-4 f (; B, 19-12%; C, 54-46%; 
D. 20-11^ ; E, 10-6T. 

The rank of the top ten by the per- 
cent of viewers earning more than 
$7,000 looks like this: 1) Untouch- 
ables; 2) Bob Hope; 3) Gunsmoke; 
3) Have Gun, Will Travel; 3) Perry 
Mason; 3) Rawhide; 7) Ed Sulli- 
van; 8) Chevy Show; 8) Wagon 
Train; 10) Real McCoys. + 
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PERCENT OF HOMES VIEWING TOP TEN BY ANNUAL INCOME 





PROGRAM 


A 

Under $2500 


! 8 

$2500-$3999 


c 

$4000 -$6999 


D 

$7000 - $9999 


E 

$10,000 UP 


1 




WAGON TRAIN 


10% 


17% 


50% 


16% 


7% 






GUNSMOKE 


8 


15 


51 


16 


10 


| 
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BOB HOPE 


10 


15 


48 


19 


8 


1 




CHEVY SHOW 


8 


18 


51 


14 


9 






HAVE GUN 


6 


16 


52 


16 


10 






PERRY MASON 


9 


15 


50 


16 


10 






ED SULLIVAN 


10 


19 


46 


16 


9 






UNTOUCHABLES 


4 


12 


54 


20 


10 






REAL McCOYS 


8 


19 


53 


14 


6 






RAWHIDE 


8 1 


18 


48 


16 


10 






Average % 

Source: American Research Bureau, 
llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll II Illlll 


8% 

Nov. 19G0 

IIIIIIIIIIIIUIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII 


16% 


51% 


16% 

llll 1 Illlllllllllllllllllllllllllllllllllllll 


9% 

iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiiiiiii 


niiiiiiiiiiii 



1. THIS MONTH IN NETWORK TV 

Specials scheduled during four weeks ending 7 May 



PROGRAM (NETWORK) 



COST SPONSOR, AGENCY, DATE 



Bell & Howell Close-Up! (A) 

Pal Boone Show (A) 

Bell Telephone Hour (N) 

Cry Vengeance (N) 

Face ihe Nalion (C) 

Family Classics (C) 

Hall of Fame (N) 

Bob Hope Buick Show (N) 

John F. Kennedy #2 (N) 

Ernie Kovacs Show (A) 

Las Vegas Golf (N) 



$ 30,000.Bell Howell, 4/18, 4/27 
225,000' 
285,000 , 
50,000 



265,000 
275,000 
320,000 
40,000 

75,000 



4/20 

AT&T, Ayer, 4/14, 4/28 
Purex, Weiss, 4/18 
4/6 

Breck, R.,McC, 4/6 
Hallmark, FC&B, 5/5 
Buick, McCann, 4/12 
P&G, B&B, 4/11 
4/20 

Kemper, Wilson, Frank, 
Mithun, 5/7 



PROGRAM (NETWORK) 



COST SPONSOR, AGENCY, DATE 



Dean Martin Show (N) 
The Million $ Incident (C) 
NBC White Paper (N) 
Omnibus (N) 

Oscar Awards (A) 

Our American Heritage (N) 

Jane Powell Show (N) 

Purex Special (N) 

Sing Along With Mitch (N) 



250,000 j 

jU. S. Time, 4/21 ' 

50,000 ( Timex Vz, Ooner, 4/16 

120,000 Aluminum, Thompson, 
4/16 

950,000 4/17 

230,000 Equitable, FC&B, 4/22 
225,000 Pepsi, BB00, 4/28 
50,000 Purex, Weiss. 4/13 
40,000 Ballantine, Esty, 4/21 
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(^2. NIGHTTIME C O M P A 



6:00 


SUNDAY 

ABC CBS NBC 


IV 

ABC 


ION DA' 

CBS 


r 

Not* 


TUESDAY 

ABC CBS NBC 


i 




1 Love Lucy 
Clalrol (FCAB) 
Block Drug 
(SSCB) 


Meet The Press 


ABC News 
luit. 






ABC News 
lust. 






AB( 


6:30 


co-op 
I-L M.300 








Wilt Disney 
Presents 

Derby (McC-E) 

Gtn. MUll 
Norwich (BAB) 

Dixie Cup 
Hicks A Grelst) 
A-F 804.OO0 


Twentieth 
Century 
Pnidentral 
(R-McC) 
D-F 835.000 


People Are 
Funny 
Saulbbi (Dona- 
hue A Coe) 
Burlington Mills 
Q-L 124.000 




D. Edwards 

News 
Amer Home 

(BltM) 

N-L 8».500tt 






No net service 

D. Edwards 

News 
Am. Homi 

(BltM) 

Sehlltl (JWT) 
j-t. so lee't^ 






7:00 


Huntlry- 
Brinkley Rep. 
Teiico (CAW) 
N-L 81.500'' 


Huntley- 
Brinkley Rep. 
Teiico (CAW) 
•j-t. is snot' 


Walt Disney 
Presents 

(8:30-7:30) 
Oauedi Dry 
tilt thai) 

Slmonlz (DPS) 

Campbell 
IXUBI Quaker 


Lassie 
Cimpbell Soup 

(BBDO) 
4-F 837.000 


Shirley Temple 

(7-S) 
Nablico (Mc- 
Cann) 2/3 8 
B-Nut IJfi 
Siren (TAR) 
Dr-L 870.000 




No net lervice 




Ex (-edition 
talitao (OBAB) 
l-T 3M.MI 


Na net service 

D. Edwards 

News 
Am. Homa 
■ It BdiUU 

1 • '— *■ 






7:30 
8:00 
8:30 


D. Edwards 

News 
Amer Borne 
Iranpit ra.dl 


Huntley 
Brinkley Rep. 

Tixaoo 
Lxaaaai '— " 


Huntley- 
Brinkley Rep. 

Tesaeo 
(r.ii.il lead) 


Maverick 

<7:J0-8.-J0> 
Killer Co ITARj 
Notcthi (S6CB) 

I>u Pont (Ayer] 
W-F 182.WK 


Dennis The 
Menace 
Kellorg(Burnett) 
Beit Poodi 
(OB&B) 
8e-F S36.I00 


Shirley 
Temple 


Cheyenne 
(7:30-1:30) 

Mennen (Grey) 
Brlllo (JWT) 
Pepsi (BBDO) 
Brti-My (OBM) 
W-F 887.000 


To Tell The 
Trutht 
Am. Home (Baled 
B.J. Reynolds 
(Esty) 
8eF 311.000 


The Americans 
Block 
(7:30-8:30) 
Dow (N.CAK) 
Mai Factor. 


Bugs Bunny 
O. Fds. (BAB) 
OalliU (Bataa) 


No net service 


Laramie 
(7:30-130) 
Am Oaa (LAN) 
Reynold! (Esty) 
Ollletle (Maion) 
Geld Seal 
(C-MJthun) 
XV-V lt« AAn 


Ho 
(7; 
Kali 
Armo-. 

Brll 
A-F 


Maverick 
B.J. Reynold! 
<E«y> 
Armour (FCAB; 


Ed Sullivan 
(S-91 
CoKati (Bitei) 
■ It Kodak (JWT) 
V-L 385,300 


National 
Velvet 

Rexall. G. Mllli 

(BBDO) 
A-F 837,000 


Cheyenne 
R. J. Remoldi 

(Eitj) 
PAG (BAB) 
Du Pont (Ayer) 


Pete and Cladys 
Goodyear (TAR) 

Carnation 

(BWBJt) 
Sc-F 837,000 


The Americans 

Mead-Johmon 
(K&E) 


The Rifleman 
PAG (BAB) 
W-r 83 8.0 0 0 


Father Knows 
Best 

Scott ( ) 

Gen. Fds 

(O.B.M.) 
Lerer (BBDO) 
!cF 834.UOO 


Laramie 
B-Nut Life 8a»on 

(T&R) ; Pitt. 
Olail (BRDO); 


Ho 

>erbr 
I.orll] 


Lawman 
R. J. Reynold! 
(BltT) 
Whitehall 
(Bite!) 

w-r $41,000 


Ed Sullivan 


Tab Hunter 
P. Lortllard 
(LAN) Wett- 
clox (BBDO) 
Dr-L 331.000 


Surfside 6 
(3*30-0:30) 
Bm A Wmm 
(Bitei) 
Pontile 
(MaoMJAA) 
JAJ (TAR) 
A-F 387.600 


Bringing Up 

Buddy 
Scott (JWT) 
8c- F 335,000 


Weill Fargo 
Amer Tot i oca 
B-Nut 
(SSCB) 
rT-F 847.000 


Wyatt Earp 
( «a Mllll (DF8I 
alt PAG 
ICniln! 
W-F 340.000 


Dobia Cillis 
Plllibury 
(Burnett) 
■ It 

Pblllp Morrli 

(Burnett) 
Se-F 337.000 


Alfred 
Hitchcock 
Ford (JWT) 
ReTlon (Grey) 
My-r 305.000 


3xxii 
Kadi 
Oa 
(1 
SeF 


9:00 
9:30 


The Rebel 
PAG (TAR) 
LAM (D.F.8.) 

w-r »ii.5W 


C. E. Theatre 
Geo Eleetrle 
(BBDO) 
Dr-F J51.000 


The Chevy 
Show 
(lt/1 B) 
(•-10) 
Chirrolet 
(Cimp-E) 
V-L 312I.OM 


Surfside 6 
Whltabiil 
(Bital) 


Danny Thomas 
Ben. rdi. (BAB) 
Sc-F $17,500 


Acapulco 

(L 4/24) 
B, J. Reynold 

(E«ty) 
iVarner-Lambertt 
A-F 885.000 


Stagecoach 
West 

(1-10) 
B A W (Eety) 
Mllet (Wide) 
W-F 881.000 


Tom Ewell 
Quaker OaU 
(JWT) 
PAG (Burnett) 
!cT 338.000 


Thriller (9-101 
All State (Bur- 
nett) : Olenbrook 
(DFS) ; Am. 
n. Curtis 
(KAE) 
Mead-Johnson 
(KXR) 


Haw 
(•4 

Cirti 
ileeohi 

VS" 

n»r 

Cornl 


Asphalt Jungle 
LAM (Mc-E), 
l'n Ion Carbide 

(Esty) 
Cluett Peabody 

(LAN) 
A F 3S1.OO0 


lae*lf Ronnv 
JolCK BCiiiiy 

e.er (8SCAB) 
Stit* Fanm 
(NLAB) 
. L 880.800 


The Chevy 
Show 


Adv. In Paradise 

(1:31-10-3*) 
NanimKBSCAB) 

Mennen (Grey) 
Union Carbide 
A-F 392.900 


Andy Criffith 
G» Feedi 
(BAB) 

Mu-L 347.500 


Dante 
I. Cutter (Wido) 
Sinter (TAR) 
tfy-F 337.000 
Concentration 
(4/17 S) 
T. Lorlllard 
(LAN) 


Stagecoach 
West 
9-ao. rdi (OBM) 
lalitan (Gardner) 
Slmonlz (DFS) 
Gillette (Maion) 


Red Skelton 

Show 
S. C. Johnitm 
(F.CAB) 
9e-F 354.000 


Thriller 

i nrnier 
B-Nut Llfi 
Siten (TAR) 
robaocs (SSCB): 
((My-F 885.000 


Haw 
Am 

1 

xirllli 
I^rer 


10:00 


Asphalt 

Jungle 

Six'idei (CJl-B 

Prtxl.) 
lleerham (K&K) 
Pepil BBDO) 


Candid Camora 
Lerar (JWT) 
Brlital-Myen 
(TAR) 

AuP-L 334.000 


Loretta Young 
Tool (North) 
■It Warner Lam 
(Laai A raalliy) 
Dr-L 340.500 
NBC White 
Paper #5 • 
(10-11; Apr. 16) 


Adv. In Paradise 
LAM (McO-E) 
J. B. Willi ami 

(Pirk-son) 
Whitehall. Am. 
Chicle (Batei) 


Hennesey 
Lotillaxd (LAN) 
O. Fdi (TAR) 
Sc-F 339.000 


Barbara 
Stanwyck 
Theatre 

i. Culver (Wade) 
Amer. Gal Co. 

(LAN) 
3r-F 841.000 


Alcoa Preients 
Aim (FSB) 

Dt-F 338.000 

Close-Up! • 
(10-1030; 4/18) 


Carry Moore 
Show 
(10-11) 
Plymouth (Ayer) 
S. C. Johnson 

(NLAB) 
•eleroM (DDB) 
r-L 3115.000 


NBC Specials 

(10-11) 
Varioui iponion 


Nali 

( 

■)erbt 
3uP<n 
1 

(Tri 
Ify-F 




Winston 
Churchill's Th< 
Valiant Years 
Ed. Dilton 
(KAE) 
Dr. 150.000 


What's My Line 
Kelloif 
All-Stite 
(Burnett) 

Q-L 83J.000 


This Is Your 

Life 
Block (Orer) 
AuP-L 314.000 


Peter Cunn 
Brlitol-Myeri 
(DCB3). R. J. 
Reynold! (Eity) 
hlT-F 330.000 
Oscar Awards 
(10:30-12; 4/17) 
• 


June Allyson 
Show 

Dupont (BBDO) 


1o Net Service 


■Jo Net Service 


Carry Moore 
Show 


NBC Specials 


Nal 

Brl 
Bra 
W. 



q Specials. 

ttO««t U per iejjrment. Pricei do not ioctnde luiUininc, participat* Thej do not include commercials or time charge*, Thii chart coven peritw 

Imk «r co-op procrami. Costa refer to average show costs includinc 10 April -7 May. Program types are indicated as follows; (A) Adventure 

tsJamt and production. They are gross (hictade 15% agency commission), (Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr 



4S 



SPONSOR • 10 APRIL 1961 



(GRAPH lO APR- - 7 MAY 



INESDAY 

i NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 


i 




ABC News 

sust 






ABC News 

sust 
















r 

B»Ul) 
UUl.< 

,.500tt 






















D. Edwards 

News 
PhlUp Monll 
(Burnett) 
alt Schlltz 
(JWT) 
N-L »9.500tt 


D. Edwards 

News 
Parliament 
(B&B) 
alt Amer. Home 

(Bates) 
N-L $9,500+t 


Huntley- 
Brinkley Rep. 
Ten co (C&Wj 
N.I. ti. nnott 


Huntley- 
Brinkley Rep. 
Teiaco (C&W) 
M-L IfiSOOtt 


Huntley- 
Brinkley Rep. 
Teiaco (C&W) 
N-L $6,500tt 








No net service 






M/s not corwii~o 


No net service 








irds 
t 

ami 

ter 
«J1 


D. Edwards 

News 
Phi Up Morrii 
alt Schlltz 

Uiaan. '*"" 


D. Edwards 

News 
Parliament 
alt Amer. Home 

inmu '»"" 


Huntley- 
Brinkley Rep. 
Texaco 
IreliMI l««ri) 


Huntley- 
Brinkley Rep. 
Teiaco 


Huntley- 
Brinkley Rep. 
Teiaco 

lr.n»«l r.«<tl 


Run 

(30) 
*B) 

iitM) 

rL&N) 
.87.000 


Wagon Train 

(7:30.8:30) 
Rerlon (Grey) 
W-F J38.00C 


Cuestward Hoi 

Rlllton (GB&B, 
Gardner) 
7-Up (JWT) 
Sc-F $38,000 


Ann Sothern 

S. C. Johnson 
(B&B) 
Gen. Fdi. 
(B&B) 


The Outlaws 

B&W, Plllshury 

(C-Mlthun); 
W-F $88,000 


Matty's Funday 
Funnies 
Mattel 
(Carson Roberts) 
Sc-F $10,000 


Rawhide 

(7:30-8:30) 
G. Fds (B&B) 
■racket (T&R) 
P. Morris (B&B) 
B-Myera (T&R) 
Colgate (L&N) 
W-F $80,000 


Happy 

B&W (K.M&J) 

:-F $28,000 


Thft Da jri nrf ?0*e> 

i lie i\odring &\i % 

7:30-8:30) 
Gillette (Maion) 
Corn Pdts (L&N) 
B&W (Bates) 
W. -Lambert 
My-F $83,000 


Perry Mason 

(7:30-8:30) 
Colgate (Bateal 
Parliament 
IB&B) 
My-F $80,000 


bonanza 
17-30 830) 
P&G (B&B) 
W-F $78,000 


k Run 
la 

J) 

\yer) 

! 


Wagon Train 
a. J. Reynolds 
(Baty) 
Ntfi Bue. 
(Me-E) 


Donna Reed 
Camphell 
(BBDO) 
•1! 

Johnson & J 
(Y&R) 
Sc-F $40,000 


Angel 

(L 4/13) 
R. C. Johnson 
(B&B) 
Gen. Fda. 
(B&B) 
B. Myers, Top 
Value 


The Outlaws 
3-NutLlfe Savers 
(T&R) ;War-L«m 
<L*F); Colcata 
(Bates) 


Harrigan & Son 
Reynolds (Frank) 
CC-F $39,004 


Rawhide 
Nabisco (Me-E) 


5 Star Jubilee 
Massey- Ferguson 
(N.L.B) 
Whispering 
Smith 
(5/12 S) 
Mead-Johnson 
(K&E) 


The Roaring 

20-s 
Derby (Mc-E) 
Am. Chicle 
(Batei) 
Beecham (E&E) 
Simonlze 
(D-F-S) 


Perry Mason 
Sterling (DFS) 
Dracket (T&R) 
Moores (B&B) 


Bonanza 
■egi open 
RCA (JWT) 
Am.Tob. (BBDO) 


i— 

lAlive 

ro*B) 

«IM) 

j38.O00 
Man 

f 


Price Is Right 
Lerer (OBM) 
O-L IH.500 


The Real 
McCoys 
P&O (Cotnpto*) 

Sc-F $41,000 
Pat Boone 

Show 
(8:30-9:30; 
4/20) ay 


Zane Grey 
Theatre 

S. C. Johnson 
(B&B) P. Lorfl- 

lard (L&N) 
W-F $45,000 


Bat Masterson 

(9/29 S) 
Sealtest (Ayer) 
SV-F $39,000 


Flintstones 
Miles (Wadel 
alt 

R. J. Reynold! 
(Esty) 
CC-F $44,0<K 


Route 66 
(1:30-9:30) 
Chevrolet (C-E) 
Sterllnc (DFS) 
Philip Morris 
(Burnett) 
A-F $85,000 


Westir ghouse 
Plfls. 
(McCann) 
Hall of Fame 
(8:30-10; 5/5)0 
5 Star jubilee 

(5/12 S 


Leave It To 
Beaver 
Raliton (Gardner, 
GB&B) 

Colgate (Bates) 
Sc-F $30,000 


Checkmate 
(8:30-9:30) 
Bra & Wmsn. 

(Bates) 
sit. K. Clark 
(F.C&B) 
My-F $80,000 


Tall Man 
R. J. Reynolds 

(Eaty) ; 
Block (SSCB) 
W-F $3«,0OC 


!i 

h 

pitB) 

Ms. 

) 


Perry Como 
Kraft (JWT) 

*'-T- $135,000 
Bulck Show 

(9-10: 4/12) f 


My Three Sons 
Cnerrolet (C-E) 
Sc-F $49,500 


Gunslinger 
9-10 p.m. 
Lever (BBDO) 
W-F $87,000 
"imily Classics 
(9-10; 4/27) •) 


bachelor Father 
Whitehall 
(Bates) 
alt Am Too 
(Gumb Inner) 
tc-F $38,000 


77 Sunset Strip 
(9-19) 
Am. Chicle 
(Batei) 
My-F $85,004 


Route 66 
The Million 
Dollar Incident 
(8:30-10; 4/21) 
• 


Bell Telephone 
Hour (9-10) 
AT&T(NW Ayer) 
V-L $175,000 

Sing-Mitch • 

(9-10; 4/21) 

Lawless Years 

(5/12 S) 


Lawrence Welk 

(9-10) 
Dodge (Grant) 
J. B. Wllllami 
(Parkson) 
Mu-L $45,000 


Checkmate 
Bm. & Wmsn. 
(Bates) alt 
Lever (K&E) 


The Deputy 
Bristol-Myers 
(T&R) 
Gen. Clg. (T&R) 
W-F $31,000 


t a 

I 

Eety) 
*yers 

1 

37,000 


Perry Como 


Untouchables 

(9:30-10:30) 
Armour (FCB) 
L&M (Me-E) 
CornPdts (IAN) 
My-F $90,000 


Gunslinger 

B. J. Reynolds 

(Bsty) 
Gillette (Maxon) 


Tennessee Ernie 
Ford Show 

Ford (JWT) 
r-L $45,000 


R J. Reynold! 
(Esty) 
Whitehall 
(Rates) 

Bcechara (E&E) 


Way Out 
L&M (DFS) 
A-F $37,000 


Roll T» i.u.1.... 

oeii i eiepnone 
Hour 

Westinghouse 

Plhs. (5/12 S) 
Westinghouse 
(McCann) 


Lawrence Welk 


Have Gun. Will 

Travel 
Whell (Bates) 
alt Lever (JWT) 
W-F $40,000 


The Nation's 

Future 
Our American 
Heritage # 

(9:30-10: 4/a2) 


■I Hr 
10-11) 

'■eel 
» 

i 


Peter Loves Mary 

P&G (B&B) 
Sc-F $38,000 


Untouchables 
iVhltehall (Bates) 
Beecham (E&E) 


CBS Reports 
alt 
Face the 
Nation 
(10-10:30; 4/6) 
• 


Croucho 
Marx 
Block (SSC&B) 

Tonl (North) 
iuP-L $30,000 


Robert Taylor 
in The 
Detectives 
P&G 
(B&B) 
My-F $45.»0« 


Twilight Zone 

L&M (McCann) 
Colgate (McC) 
A-F $36,000 


rfichael Shayne 
(10 11) 
Oldsmohlle 
Brother 
Uy-F $78,000 

lane Powell 
(10-11; 4/28) t) 


Fight-Week 
Gillette (Maion) 

Mllei (Wade) 
Sp-L $45,000 


Gunsmoke 
L&M (DFS) alt 
8perry-Rand 

(T&R) 
W-F $42,000 




leatre 
.0-11) 

m 

l» 

M.»oo 

1 


No net service 


Silents Please 
Dutch Master! 
Camp. Quaker 
Dr-F $45,000 
Ernie Kovacs # 
(10:30-11; 4/20) 
Close-Upl • 
(10:30-11; V 27 ) 


CBS Report 
alt 

No Net Service 




Law & Mr. 
lones 

P&G (B&B) 
Lorillard (Grey) 
Slmonlz (DPS) 
A-F $41,000 


Eyewitness to 
History 
Firestone 

(C-E) 
P.A $25,000 


Michael Shayne 
(Brother) Mai 
Factor (E&E) 
XHillard (L&N) 
Dow (NCC) 


Make That 
Spare 
Brn. & Wnuto. 

(Bates) 
Gillette (Maion) 


No net service 


Man From 
Inter pole 
Sterling (DFS) 
A-F $25,000 



f 1 )) Film, (I) Interview, (J) Juvenile, (L) Live, (M) Misc. L preceding date meant last date on air. S following date meana starting 
Muaie, (My) Mystery, (N) Newa, (Q) Quiz-Panel, (Sc) Situation date for new show or sponsor in time slot. tPrice not available 
dy, (Sp) Sports, (V) Variety, (W) Western. tNo charge for repeats. 
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". . a total commitment 
designed to 
enslave a total world" 



Jefferson Standah 



CHARLES M CnuTCMTULO 
CkCCUTIVC VICt P*[»<DCN1 





hoauoastinc: Company 



a-e jvfci*** »»itt 
Ch» ftLOTTC S. MOPTM CASOi. 



March 10, 1961 



Mr. Norman R. Glenn 
Editor & Publisher 
SPONSOR 

40 East 49th Street 
New York 17, New York 

Dear Norman: 



Enclosed is an exact copy of a letter which a young Communist 
sent to a friend of his back in the United States. 

The letter appeared in "Presbyterian Survey" - - a very fine 
publication of the Presbyterian Church. In reproducing it, 
the editor made one of the most profound and thought-provok- 
ing observations I've ever read. He said, "We think this 
letter shows more graphically than any editorial what total 
commitment means." He went on to say, "Are we as committed 
to the truth as this young Communist and millions like him 
are committed to an empty hope?" 

To a great majority of people in the Free World, particularly 
people in America, this kind of dedication is unheard of. 
They simply cannot believe that the architects of Communism, 
Karl Marx, Lenin, et al, could possibly have such influence 
on any human being. I feel that to defend and protect free- 
dom as we know it today, it is imperative that all people in 
the Free World understand the inner feelings of those who are 
determined to destroy it. I am hopeful, therefore, that you 
- - through your widely read publications - - will give the 
enclosed letter as much publicity as you see fit. 

We simply must convince Americans, and as many of our friends 
in the Free World as possible that Communism is by no means 

just another political party. It is a form of religion 

a complete dedication a total commitment designed to 

enslave a total world. 



Sincerely yours, . 



young communist writes . . . "What seems of first importance to you is to 

•e either not desirable or impossible of realization. But there is one thing about which I 
m in dead earnest— and that is the socialist cause. It is my life, my business, my religion, 
jy hobby, my sweetheart, wife, and mistress, my bread and meat. I work at it in the day- 
me and dream of it at night. Its hold on me grows, not lessens, as time goes on. I'll be in 

the rest of my life. It is my alter-ego. When you think of me, it is necessary to think of 

icialism as well, because I'm inseparably bound to it. 

Therefore, I can't carry on a friendship, a love affair, or even a conversation without relat- 
g it to this force which both drives and guides my life. I evaluate people, books, ideas, 
id notions according to how they affect the socialist cause and by their attitude toward it. 

I have already been in jail because of my ideas, and if necessary I am ready to go before 
firing squad. A certain percentage of us get killed or imprisoned. Even for those who 
scape these harsher ends, life is no bed of roses. A genuine radical lives in virtual pov- 
jrty. He turns back to the party every penny he makes above what is absolutely necessary 
I keep him alive. We constantly look for places where the class struggle is the sharpest, 
tploiting these situations to the limit of their possibilities. We lead strikes. We organize 
'smonstrations. We speak on street corners. We fight cops. We go through trying experi- 
tces many times each year which the ordinary man has to face only once or twice in a 
fetime. 

And when we're not doing these more exciting things, all our spare time is taken up with 
ill routine chores, endless leg work, errands, etc., which are inescapably connected with 
inning a live organization. 

Radicals don't have the time or the money for many movies or concerts or T-bone steaks or 
ecent homes and new cars. We've been described at fanatics. We are. Our lives are 
iminated by one great, over-shadowing factor — the struggle for socialism. Well, that's 
hat my life is going to be. That's the black side of it. Then there is the other side of it. 
e Communists have a philosophy of life which no amount of money could buy. We have 
cause to fight for, a definite purpose in life. We subordinate our petty personal selves 
ito a great movement of humanity. We have a morale, an esprit de corps such as no 
jjpitalist army ever had; we have a code of conduct, a way of life, a devotion to our cause 
lat no religious order can touch. And we are guided not by blind, fanatical faith but by 
gic and reason, by a never-ending education of study and practice. 

Und if our personal lives seem hard or our egos appear to suffer through subordination 
> the party, then we are adequately compensated by the thought that each of us is in his 
•nail way helping to contribute something new and true, something better to mankind." 
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With musical tastes widening, SPONSOR ASKS: 



What's the next trend 

in pop music? 



Stephen H. SholeS, RCA Victor man- 
ager, A r list & Repertoire, popular records, 
A pic 1 ork 

Predicting the next trend in Pop 
Music is like predicting the Stock 
Market. If \ ou're right, you're hailed 
as a wizard. If you're wrong, you 
ain't nuthin' hut a hound dog. 

Crystal-hailing is all but passe in 
the recording industry today. 

Some basic reasons for the de-em- 
phasis of "calculated guess-work" 



Trend is to a 




keener pursuit 
of the possibil- 
ities in all musi- 
cal areas 



are: A rapidly broadening musical 
taste in America, the tremendous 
growth of an international market, 
and the drop in the age level of the 
average pop disk consumer to that 
between eight and 14 years old. 

A more varied musical product is 
an absolute must. 

The }oung buyer of recordings ex- 
pects something new each time out, 
and, subsequently, we, the producers, 
attempt to work in much closer con- 
tact with the market. Disk jockeys, 
radio program directors, record li- 
brarians and distributors are now- 
playing a larger role than ever before 
on the recording scene. Their collec- 
tive opinions are invaluable in our 
efforts to pinpoint our public's pulse. 
Extensive research projects are now 
Standard Operating Procedure in the 
industry ; much more so than in the 
past. 

It is our response, then, to the ex- 
istent diversity of taste: our efforts 
to appeal to and satisfy a fluctuating 
consumer market, that suggests a 
trend. An operational one, however, 
rather than any new surge to Calyp- 
so, Answer Songs. Foreign Imports, 
etc. 

We, the Artist and Repertoire man- 
agers, must be infiniteh more aware 



of and attuned to the re-actions of 
consumers, today. That taste range 
is vast; interests move around — to 
lush-stringed instrumental*. no\elties 
(which have popped up out of no- 
where, suddenly, throughout record- 
ing history), movie themes, country 
songs, folk fads, comedy tracks, Ca- 
lypso, and even the spoken word. 

The trend is to a keener pursuit of 
the possibilities in all of these areas, 
even to the point of employing "spe- 
cialists"' to fit the particular talents 
of individual artists. The trend, too, 
is to a much wider search for record- 
ing material. And, finally, the cur- 
rent trend runs to the contracting of 
a plethora of young artists, contem- 
poraries of the youthful consumers 
with whom an all-important rapport 
can more easily be established. 

Entertainment values on Pop sin- 
gles are rapidly approaching these on 
long-playing albums. We are only 
now beginning to explore, to the full- 
est, our industry's capabilities. 

By doing so. we hope to make 
trends — rather than wait for them to 
"happen.'" 

Don Costa, director, Artists & Reper- 
toire, I niled Artists Records, Neiv York 
Forecasting the new trends in our 
business can be most hazardous, hut 
these forecasts are vital if the indus- 
try as a whole, and an individual 



A rather unin- 
hibited R&R 
sound using 
standard tunes, 
name artists 



company, are to continue to progress. 

Right now. it would appear that 
we are going to see a marked shift 
toward the Latin beat, not in the 
form we now know and hear, rather 
through the use of smaller orchestras 
and combos who specialize in this 
type of rhythm. The swiftness with 
which the Pachanga-Charanga ar- 




rived is one indication of this, the 
wide acceptance by the younger rec- 
ord fans of pop tunes with a Latin 
heat is another. 

Most of us are agreed that Hock 
and Roll is now an established part 
of the music field. I believe we will 
see a move to the sound of three or 
four j ears ago in this area, a com- 
bination of the rather uninhibited 
sound plus the use of more so-called 
standard tunes. An example would 
be the combination of sound plus 
the old hit. Blue Moon which would 
appear to be the forerunner of this 
trend. 

I believe the full Sounds eniplojed 
by the singers like Steve Lawrence 
and Eydie Gonne, for example, will 
continue to increase in popularity, 
and that the trend towards best-sell- 
ing motion picture themes, per- 
formed as instrumentals, will also be 
on the upswing in the months to 
come. 

Over-all. I look for a resurgence 
of the record business at most levels, 
with the stress on sound plus the use 
of the best-possible names and songs 
to accentuate the recordings. 

David Kapp, president, Kapp Records, 
New York 

Any man who stays in the record 
business for an extended period of 
time must attempt to anticipate the 
kind of music to which people will 
respond. I don't know what the 
next trend will be, because trends are 
not necessarily planned. As a matter 
of fact, like "Topsy" most of them 
"just growed." No one planned the 
rock 'n roll craze. The tag actually 
appeared long after the music itself 
was accepted. 

The time of the year, to an extent, 
determines the kind of recordings we 
plan. If I were to predict the kind of 
music people would be buying from 
November to February, I would think 
of the kind of music they listen to 
indoors: the music that is most suit- 
able for the time of the year when 
night comes very early. As we prc- 
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pare for the releases during the 
spring and summer months, I think 
in terms of music which lias a bright- 
er feeling. For example, we record- 
ed Itsy Bitsy Teenie Weenie Yellow 
Polka Dot Bikini in Mai . for 1 be- 
lieve it is easier for people to sing 
"Itsy etc." than Gloomy Sunday 
while driving on the open road with 
the top down. Our hope is that we 



Public ivill be 
looking for pop- 
ular inspira- 
tional themes 
such as 
'Exodus' 



can properly guess where the people 
will go to satisfy their musical appe- 
tites and what these appetites will be. 
My guess, at this point, is that peo- 
ple will be looking for inspirational 
music and inspirational themes in the 
days ahead of us. 

They are already responding to the 
film and music of Exodus, which 
represents the struggle of a people 
for freedom. This struggle for free- 
dom of expression and faith con- 
tinues in Africa and within many 
other nations whose goals are the 
same. It is mirrored in the message 
of our new President Kennedy, and 
as more people join the "movement," 
so will the) want the songs to sing. 
I think the) will be looking for songs 
which will mean to them what "Bat- 
tle Hymn of the Republic" meant in 
its da\ and still means today. 

This does not necessarily mean 
that the demand will be for "tri- 
umphal marches." It will mean only 
that theie is an awakening and when 
there is an awakening there must be 
a song to tell the story. It is easier 
to sing God Bless America than it 
is to say "God Bless America." Peo- 
ple can put an emotion into a song 
which the) can never put into a 
speech. 

One of the most important records 
we ever issued is In Jerusalem sung 
by Jane Morgan. People hear it and 
are inspired. I think there will be 
(Other songs which will instill in peo- 
jple the power of faith and devotion, 
and I hope they come soon. 



Clyde Otis, Artist & Repertoire mana- 
ger, Mercury Record Corp., New York 
Anyone who assumes that he or 
(Please turn to page 60) 
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One of the superior productions through which 
creative talent and community leadership are 
continually building new vision into Television 
on stations represented by || "|"^ 



"Today's youth is tomorrow's citi- 
zen. Invest in him today-train him, 
teach him, employ him today— and 
the community will be proud of 
him tomorrow. That principle has 
inspired WABC-TV's youth project 
—a continuing scries of varied pro- 
grams, designed to uplift the values, 
raise the standards and stimulate 
the ambitions of today's young 
people." 

Joseph Stamler 
Vice Pres., W ABC-TV 
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National and regional hays 
in ivork now or recently completed 



SPOT BUYS 



TV BUYS 

Swift & Co., Cliicago: Campaign for Alkweet margarine begin? 
this month in about 45 markets. Schedules of day and night 60'* run 
till forbid. Buyer: Mary Lou Kuxton. Agency : Leo Burnett Co., 
Chicago. 

General Foods Corp., Post Div., Battle Creek: Kid show minutes 
begin this month on Post's Alpha-Bits and Sugar Crisps. Schedules 
are for four weeks, in 25-30 market. Buyer: George Siniko. Agency: 
Benton & Bowles. New York. 

Rust-Oleum Corp., Evanston, 111.: Staggered start dates have been 
set for this month and next on its rust-preventive products, with the 
southern states opening up first. Sixty top markets will get 13-week 
schedules using night minutes and 20's or programs, depending on 
market. Buyer: Marilyn McDermott. Agency. O'Grady-Anderson- 
Gray. Inc., Chicago. 

Minute Maid Corp., Orlando. Fla.: Approximately 75 markets are 
lined up for its Hi-C fruit drinks. Day and night schedules begin 17 
April for 13 to 17 weeks in about half the markets; 1 May in the rest. 
Buyer: Dorothy Medanie. Agency: Dancer-Fitzgerald-Sample, N. Y. 

Berkshire Knitting Mills, Reading. Pa.: Two-week campaign for 
its women's hose starts 15 April in about 25 markets. Moderate fre- 
quencies of day and fringe 60's are being used. Buyer: Henry Cleefl. 
Agency : Ogilvy, Benson & Mather. New York. 

Procter & Gamble Co., Bleach Product Div., Cincinnati: Going 
into about 50 markets with new schedules for Clorox 24 April. Earh 
and late night minutes will be placed for 10 weeks. Buyer: Clarice 
McCreary. Agency: Honig-Cooper, Harrington & Miner. San Fran- 
cisco. 

RADIO BUYS 

Fisher Body Div., General Motors Corp., Detroit: Its Body By 
Fisher campaign starts 24 April for two weeks, in 54 markets. Sched- 
ules are traffic minutes and 30's. ranging from 40 to 100 per week per 
market. Buyer: Maria Carayas. Agency: Kudner Adv.. Inc., S. Y. 

American Oil Co., New York: Spring-summer campaign for Amoco 
gas starts 24 April for 12-26 weeks, depending on market. Traffic 
minute schedules are being bought in about 60 markets, two-station 
buys in the top markets. Agency: D'Arey Adv. Co., Cliicago. 

Burgermeister Brewing Corp., San Francisco: Campaign for its 
beers begins this month in about 25 western markets. Placements are 
for 13 weeks, Monday-through-Friday traffic and day minutes. 15 to 
25 per week per market. Buyer: Mary Liz Loeber. Agency: BBDO, 
San Francisco. 



SPOT AGAIN 

I Continued from page 30 i 

Agent')** director of sale? develop- 
mem. minted: "This will be the new 
products decade, and spot tv is the 
medium for new products." 

Barrett lias just released a presen- 
tation to ad\ ertisers and agencies 
called. "The 1960V: Yonr Products 
and National Spot Telex ision." which 
tloeunients. among other things, the 
success of new products introduced 
via the medium I French's instant 
potatoes. Folgcr's coffee, Amsco 
sponge cloth. Sara Lee frozen chick- 
en, and Comet cleanser among 
other- I . 

Explaining I lie reason for the 
study at this time, lie pointed out that 
"big eompanie* are looking for 
something fresh to steal a march — 
like Metrccal. Products such as 
l.isterine, old and established and 
with a 50''? share of the market, are 
faced today with sudden competition. 
We count five or six companies go- 
ing after the oral antiseptic market. 

"*'l he challenged leaders are going 
to ha\e to advertise more. Even if 
the) hold their share, and that's 
doubtful, their profit margins are go- 



ing to be squeezed out. .New prod- 
ucts will give them fresh new profit 
margins. Metrccal. the original ex- 
ample, is now faced w ith perhaps 100 
competing brands, counting all the 
private labels.' I See. '"A booming 
new industn watches Metrccal." 
sponsor. 9 January 1961.) 

Flexibility and balance are two 
other major attributes of spot tv. 
1 he Katz presentation quotes a 10 
October 1960 Sponsor-Scope item to 
the effect that "It is this superior 
flexibility that makes it possible for 
an advertiser to plug up the com- 
petitive weak spots within two weeks 
after the issuance of a Nielsen Groc- 
ery Index.'' This makes media buy- 
ing for packaged goods "more and 
more of a hand-to-mouth process." 

Most of the excitement in the in- 
dustry in the past few weeks has been 
in spot tv — although the networks 
are doing exceptional!; well. too. 
New York business included: P&G's 
Duz iComptonl. Axon cosmetics 
I Monroe Dreherl. Palmolive soap 
I Hates). American Home's Instantine 
(Compton) and Sani Flush (Bates). 
Ivor) liquid (Compton). Calumet 
Bakinsi Powder (FC&R). Post Toast- 




NO, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1,520.100 Ding Sales S IO,.'S.">,000 

llousehotds 123,000 \tuomot h e Sales S 2!>!),:>.'i<>,000 

Consumer Spendable Income Ctuierat Merchandise •? H8,78!),0()O 

<d, 701, 10!) .000 I'olal Retail Sales .SI ,280 ,2."> .000 
[ noil Sales S 300,180.000 

KNOE-TV AVERAGES 71% SHARE OF AUDIENCE 

According to November, 1960 ARB we average 71% share of audience from 
9 a.m. to midnight, 7 days a week. 



KNOE-TV 

Channel 8 
.Monroe, Louisiana 



CBS • ABC 
A James A. Nae Station 
Represented by 
H-R Television, Inc. 



1'hnttr. \aHthwr*t-l cawl C.tH Pruct'Hiiig, Dubadl lHttlll, Dnbntli, t tmis'tautt. 



ies (B&B). El Prodnelo and La Vera 
cigars (Compton) . General Mills 
Twinkies (D-F-S), Maxwell Mouse 
instant and Yuhan coffees (B&B). 
Jack Frost sugar (Y&lx), Carter 
Products — various (SSC&B), Best 
Food's llellmann's inavoimaisc and 
Dash I D-F-S). Zest (B&B I. and 
Bumble Bee tuna (Manoff). 

Radio business out of New York 
included: Beech-Nut coffee (Chas. 
lloyt), Hills Bros, coffee (Axcr). 
Seabrook Farms (Al Paul Lefton). 
DeCaf (McCann-E). and Ohio Oil 
(Aver). 

Spot tv business coming out of 
Chicago since mid-March: Mr. Clean 
iTalham-Laird). All-Slate (Burnett). 
S. C. Johnson's Holiday I FC&R j 
Butternut coffee (Tatham-Laii til 
Lever's Swan (NL&R). Hroxvii Shoe 
(Burnett). Purina dog choxv (Gard- 
ner). Quaker's Life' (JWT). Pet 
Milk's Sego I Gardner), Kool-Aid 
(FC&B). Also Kellogg (Burnett). 
Rust-Oleum (O'Grady, A&G). Amer- 
ican Dairy I Camphcll-Mithun I . Am- 
oco (D'Arcx). Continental Casualtx 
(Hartman), Pure Oil's Firebird ra- 
dio and tv — (Burnelt). and \lbcrto- 
Culver (Compton). ^ 



TV'S NEXT TREND 

I Continued from page 39) 

and Miles, for instance, have renewed 
The Flinlslones. 

There is a special advantage to 
cartoon shows which seems to over- 
xxeigh any such conflict. It's thi*s 
the animated characters can be usej 
in commercials. Reynolds and Mile:- 
have used Flints/ones characters ir 
opening and closing billboards ane 
in final commercials, but not in mid 
die commercials. 

The size of the current carlooi 
trend is not unlimited. None of th< 
nexx cartoons is scheduled after ' 
p.m. and it seems that this patten 
will keep cartoons out of later-eve 
ning programing. 

The dependence of cartoons oi 
children is economic as well as i 
matter of audience taste and inter 
est. For years cartoons were regard 
ed as too expensive for tv. Then ncv 
techniques were developed. First 
limited animation xxas employ ed. T\ 
cartoons do not require as mucl 
painstaking work as theatrical one? 
Second, segment rotation was dcxel 
oped in national spot cartoons. Scg 
merits could he praduallv re-uscd 
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The re-use of cartoon material de- 
pended on the quick turnover of au- 
dience among children. While the 
programing pattern of network car- 
toons is quite different, national spot 
did provide a proving ground for 
|niaiiy cartoon problems. Further- 
imore, since the national spot and 
svndication revivals of cartoon pro- 
duction preceded the network re- 
vival by several years, it seems like- 
ly to some observers that non-net- 
work re-use of cartoons can provide 
'an economic cushion for producers 
of network cartoons. 

The color capability of cartoons is 
being exploited by RCA in its new 
Sunday Disney series to be seen on 
NBC TV. Another cartoon show 
-een the same day, Bull JFinkle, will 
;also be in color. But ABC TV and 
CBS TV are sticking to a black-and- 
iuhite cartoon policy. 

There is, meanwhile, revival of 
cartoon production in national spot 
and syndication. Most are shows de- 
signed for children's audiences or for 
parly evening family scheduling. Be- 
sides Screen Gems' three national 
,-pot cartoon series sold to Kellogg's, 
ll PA-TP1 has entered cartoon pro- 
eductions with Dick Tracy sold to 
Post cereals 50 market participation. 
I hey also have Mister Magoo. 

Commercials producers, too. have 
jjumped on the cartoon bandwagon. 
Video-Craft has a new Pinocchio 
series in syndication. Other syndi- 
jCators with new cartoons include 
|UAA with Mello-Tunes. King Fea- 
tures with new Popeye cartoons, 
|CBS Films with Deputy Dawg, and 
Trans-Lux with Felix the Cat — all 
shows that antedated the current net- 
work boom. 

A characteristic change has taken 
place in syndication cartoons over 
the past two seasons. Previously, 
^syndication cartoons were almost al- 
jways tv releases of films made in- 
ptiall) for theaters. But today's car- 
toon is a new product, made expressly 
ifor tv and designed to meet tv budg- 
ets and animation standards — each 
,lo\ver than its theatrical counterpart. 
, Although few network users have 
too much concern with national spot 
film programing or syndication, the 
fact cannot be overlooked that it is 
in precisely these areas that today's 
cartoon boom began. And these too, 
are the same places where today's 
cartoons could end up as re-runs a 
few years from now. ^ 



GOPMCiS 




WXYZ IS ON THE MOVE . . . 

WXYZ's leading newscaster, Lee McNew, has just 
returned from eight days in the Congo where he took 
exclusive footage and interviews that give insight into 
the basic problem of the Congo ... its newly emancipated 
people. Aired as "Inside The Congo" this % hour special 
received such wide acclaim, WXYZ is making it avail- 
able for syndication. This "on tap" practice is what keeps 
WXYZ-TV "on top" . . . dominating the audience with 
2Q of the top 25 shows! * 

Tap your Blair man now for the top station in Detroit. 
*Nielsen, Jan., Feb., 1961 

WXYZTVT 

DETROIT 
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SATURATION 

(Continued from pape 41 ) 

to just try the product," lie said. 

"The personality sell idea has run 
its gamut, just a> the singing jingle 
and regular saturation have." he 
said. "We've come up with super- 
concentration which adds up to im- 
pact and sales results. ' lie said. 

Although Zubrow does not do 
brand awareness tests for Brooks, it 
does huvcr reaction surveys on vari- 
ous products. ''Awareness tests have 
not been undertaken for a basic rea- 
son." said Drutt. ''We operate on a 
local basis, therefore we know each 
month what advertising and promo- 
tional expenses have been and we can 
correlate them with our sales," lie 
said. "We are on such a direct line 
(advertising, sales promotion and 
sales effect iveness) that we don't 
have to get at effectiveness through 
consumer awareness.'' lie said. 

What about the future of Brooks' 
radio advertising? "Although the 
technique we'\e used for Brooks has 
been very effective.'" said Drutt. "it 
has created a considerable amount 
of interest among agencies and ad- 
vertisers all o\er the country. 

"We therefore know that at some 
future time we won't be able to use 
this effectively for Brooks. We have 
planned for that day when super-sat- 
uration technique loses the effective- 
ness it now has."' While he declined 
to discuss details of these plans, he 
intimated they involve broadcast 
media. 

Brooks advertises in (lights In ne- 
cessity. "Even if we could afford to 
be on 52 weeks a y ear with the kind 
of concentration we've found neces- 
sary, we wouldn t use it because it 
might tend to create consumer ill- 
will." said Sherry. lie explained 
that Zubrow has designated four pro- 
motional periods for Brooks during 
the fiscal year. All advertising and 
merchandising efforts are concen- 
trated in these promotional periods. 
There is no set pattern for determin- 
ing when these periods will fall. But 
there is a six- to eight-week flight in 
each quarter. 

Besides the three (now fuel "A" 
markets designated by Brooks for 
heavy concentration, there is also 
sonic broadcast activity in what the 
agency calls "B" markets. 'Iliere 
were six of these in the last fiscal 
year, and. in these markets, "aver- 
age" spot bins are made. Gradually 



the agency hopes to nurture these 
markets to "A" status, as has been 
done with Cleveland and Detroit. 

There are also "C markets in 
which Brooks Foods is "hanging on 
by its fingernails." In these 12 mar- 
kets Brooks presently just hopes to 
.-tay in business against the day when 
the "C's" can be elevated to'"l?V 

The rest of Brooks" 33- market dis- 
tribution is known as "all others." 
Brooks has sales representatives here. 
There are occasional orders. At pres- 
ent Zubrow is sitting tight with these, 
hut hopes one day to continue the 
graduating process. ^ 

LOCAL SHOTS 

(Continued from pape do) 

in the film depicting the progress and 
problems of Nigeria's peaceful emer- 
gence as one of the free nations of 
Africa. BBDO's role consisted of 
some writing, structuring and basic 
editing on the program. 

On deck are two hour-long pic- 
torials, one about Los Angeles Dodg- 
ers rookie Willie Davis, the other, 
decathlon champion Hafer Johnson. 
Here again, there's general appeal 
both from a human interest and 
sports standpoint, plus, industry ob- 
servers note, little extra dividend for 
the Negro \ iewer. 

For the Willie Davis pictorial, to 
be aired in New \ork and three oth- 
er markets tentatively on 2 May, 
BBDO turned the assignment over to 
David Wolpcr, independent produc- 
er, who was responsible for the wide- 
ly circulated one-shot, "Race for 
Space." Academy award winning 
cameraman James Wong Howe has 
been filming scenes re-creating Wil- 
ie s early days in California and his 
current Florida spring training ad- 
ventures. 

The Willie Davis show is expected 
to ha\e a prime time showing prob- 
ably on WNBC-TV, New York. 
Placing local one-shots advantageous- 
ly is of course always a major prob- 
lem. While it's an exception to find 
a choice slot on a network o&o. good 
openings arc to be had for quality 
material. The stations and the me- 
dium benefit from carrying such pro- 
grams, says Foreman. 

Another important segment of the 
Sehaefer special lineup is Award 
Theater. which consists of the 
"cream of the feature film packages, 
presented by WCBS-TV. New York, 
approximately once a month. ^ 




SPONSOR ASKS 

[Continued from page 55) 

she can prophesy trends in any are 
of the arts, to say the least, is sadl 
mistaken. Therefore may 1 suggci 
that there arc a few basic things tha 
arc happening in today's record mai 
ket which are. deserving of atlentioi 
These are. firstly, the stability of ill 
so-called unstable Rock and Ko 



All types of po 
invsic are paii 
inp stability i 
today's record 
market 



market, and the revival of old miiic 
that once made it in the Rock a if 
Roll field and which are apparent! 
making it again, either by w ay of rc 
release or new recordings of same. 

Secondly, the stability of the c\ei 
widening Pop market which seems t 
transcend and encompass all sphere 
of musical tastes — meaning Conntr 
and Western, Rhythm and Blues an 
Rock and Roll. No longer does tli 
abject selectivity surround the ind 
vidual Pop bu\er. As a matter ( 
fact, it seems that the Pop recor 
buyer of today is the only one uli 
actually buys for the sound rathJ 
than the product; in other word' 
the average Pop record buy er will g 
in a store and walk out with as man 
as four or five different types of rc< 
nrds. which we as a company fin 
very stimulating and challenging. 

Unfortunately, many people in on 
industry are here solely to make 
fast buck. 1 think that the tim 
has arrived when all of us in th 
business should take the time oi 
and do a little soul searching. I ai 
sure this is not a unique proposal hi 
on the other hand the salvation ( 
the record business and especial! 
single records is at stake. It is wit 
much interest that 1 note the dcta 
given to products bv a couple of th 
major companies and 1 assure \o 
that we here at Mereun. while 9 
a w a re of what the future may hoi 
and certainly not being in a positio 
to predict the trends will, nonwj 
less, devote ourselves to offering tl 
public the best product availab! 
And if any new trends are on tl 
horizon, we shall endeavor to | 
them. ^ 
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EVERYONE'S TALKING ABOUT 




"SOUTHWEST CENTRAL" ... a completely new format 
with the emphasis on electronic journalism is the key to the 
great new sound on WFAA-820 RADIO in Dallas! Backed by 
the biggest advertising campaign in WFAA's history, all North 
Texas is finding a radio "home" that's informative and delight- 
fully entertaining day and night! Originating from our new 
multi-million dollar "Communications Center" with all new 
equipment, WFAA-820's powerful 50,000 watt clear 
channel voice beams "Southwest Central" to an area of over 
5 million people! 



NEWS NBC News on the Hour followed by 5 minutes of State & Local News! 

FEATURES Brief cut-ins all day long from WFAA's staff meteorologist, woman's 
editor, sports director, farm editor, and other human interest stories. 

GOOD MUSIC w ' tn a special appeal to the young adult, comprising the best of the albums 



and the current top popular hits. 



Your Petryman has an Audition Tape of the New 
"Southwest Central" from WFAA Radio . . . Call Him! 



Represented by 
[EdwnrdYpelry *Yco., Inc.] 

The Original Station Representative 



BROADCAST SERVICE OF THE DALLAS MORNING NEWS 




820 RADIO 
DALLAS 
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Advertisers 



Pabsl (K&E Chicago) hits bo J 
half of the Triple Crown races 
he broadcast this spring on h 
CHS TV and CBS Radio. 

The package price for half of tl 
three events: $175,000 gross, 

Campaigns: 

• Maxwell House, division ( 
eral Foods, getting together f 
Amsco Toys in a joint tv cainpa 
to promote the beverage and a 
coffee serving set. The pronioti 
Maxwell House Coffee Time Set. 
tv schedule: Anisco sponsorship 
net children's shows {Captain A 
{Zaroo, Shari Lewis, etc.). plus a* 
tional minute spots on local ki( 
shows in nine major Anisco marl 
Maxwell House will boost the jj 
with sponsorship of two major 
nigbttimers. davtiine net in 70 n 
kcts and some 4.000 spots in I 
than 100 leading markets. Ager 
Ogilvv. Benson & Mather for .V 
well House. 



WINNING SMILE from Nancy Ann Fleming, Miss America of I960, creers up Hani Pointel, public affairs man for WSJS-TV, Whston-Sa 
N. C. 0;i the 'Harvey Dinlcins Show,' Miss Fleming discussed her adventures during the past year as Miss America, and attended a coi 




SPONSOR 
WEEK 

WRAP-UP 



POOLSIDE PITCH is Triangle's idea at Chicago luncheon, held at the Sheraton-Towers. Illus- 
trated presentation giving highlights of the Fresno, California market, and Triangle's station 
KFRE-TV, Fresno, was made by Ed Benedict (far left), Triangle's director of national sales, to 
(l-r): John Stetson, Don Carlson, and Mary Lou Ruxton of Leo Burnett Advertising Agency 





• While Sewing Machine, in an 

jfort to encourage local dealers to 
e radio and tv advertising, has 
[jrted a dealer advertising allowance 
'an campaign. The new co-op sys- 
m: for each machine purchased, the 
•aler receives advertising credit. 

EOPLF ON THE MOVE : Ernest 
Hueter, from director, bread sales 
d advertising, to v. p., Interstate 
ikeries. L.A. 

Agencies 



tency appointments: Lanolin 
Jus. its new product, Color Plus, 
une debut via tv and radio) to 
liniel & Charles, and its Rybutol 
gamins to Cohen & Alesliire . . . 
| J, Hitter, Hridgeton, N. J. (Ritter 
(inato Catsup, Tomato Juice, To- 
,tto Relish, Asparagus-in-glass and 
rk & Beans) to Zubrow, Philadel- 
:ia . . . Vick Chemical, division 
fchardson-Merrell. to Sullivan, 
■auffer, Colwell & Bayles for its 
icks Vatronol Nasal Medication and 



Vicks Sinex Aasal Spray, and its 
Clearasil products, to Morse Inter- 
national . . . Montgomery Ward to 
Camphell-Mithun for national cam- 
paign planning . . . Wolf Brand Prod- 
ucts, subsidiary Quaker Oats, to Clay 
Stephenson Associates, Houston 
. . . Seaquist Valve, Cary. 111., (Sea 
Spray NS-31 and other aerosol dis- 
pensing valves) to M. M. Fisher As- 
sociates, Chicago . . . Treat Potato 
Chip, to Co-Ordinated Marketing. 

Financial note: A. C. Nielsen last 
week declared a quarterly cash divi- 
dend of 12i/> een [ S p er share on its 
common stock payable 1 Ma\. 

New offices: McCann-Frickson, 
Time & Life Building. Rockefeller 
Center. New York City . . . Weill* 
Iran I) & Associates, in Houston, 
Tex. 

Name change: Lynch and Hart 
Advertising Company, Clayton, 
Missouri, to Richard C. Lynch Ad- 
vertising Company. 



Merger: Western Advertising 
with Ceyer, Morey, Madden & 
Ballard (billings, $40 million). 

PEOPLE ON THE MOVE: 11 nl 
Rover, from Campion, to Sullivan, 
Stauffer, Colwell & Bayle* as v.p. and 
account supervisor, Lipton Tea ac- 
count . . . Scott Costello, Chirurg 
& Cairns, v.p. and general manager, 
taking on additional duties as senior 
v. p. -client services . . . Hillard W. 
Welch, Chirurg S. Cairns board 
member, named v.p.-adminislration 
. . . George R. Garrett, to radio tv 
department, Wernien & Schorr, Phila- 
delphia . . . Leo J. Turner, from 
Selvage & Lee, to BBD&O as director 
public relations . . . Richard M. 
Detwiller, from Ores, to manager 
public relations department. BBD&O 
. . . George V. Grulich, from ac- 
count executive to v.p. marketing di- 
rector, LaRoche . . . Jose M. Vi- 
cente, from Island Networks. Puerto 
Rico, to account executive. J. Walter 
Thompson, San Juan office . . . Wil- 
liam J. Wiggins, from national rep- 
( Please turn to pap,e 701 



LDEN GLOBE award is presented by 
^mie Van Doren to Joe Barbera (left J, and 
$ Hanna "for outstanding achievement in 

rnat'l. tv in cartoons," an annual award 




i^SATIONAL 'J upiter Mars,' San Diego's 
lmidget actor, Frank Delfino, plugs San 
3go Chargers' professional football team, 
him, tackles Ernie Wright, Bill Hudson 




GUESTS of Broadcast Advertising Club were Chicago ad agency executives. Seated, (l-r): 
Charles Claggett, chmn. of the board and president, Gardner Advertising, St. Louis; H. E. 
Christiansen, president, Christiansen Advertising; Paul Harper, Jr., president, Needham, Louis 
and Brorby; and Buckingham Gunn, v.p., John Shaw, advertising; Arthur Bagge, BAC president; 
Thomas Wright, Jr., v.p., Leo Burnett; and Donald Nathanson, president, North Advertising 




TROPHY NIGHT, innovated by 
WFLA-AM-TV, Tampa-St. Peters- 
burg, as a merchandising approach 
to the Tampa Jai Alai Fronton, 
picks winner, Salvador. Presenta- 
tion was made by (l-r): Doug 
Duperrault, promotioi mgr.; Arch 
Deal, asst. news dir.; Milt Spencer, 
sports dir.; and Frank Johnson 



SPORTACULARS... 




...for Northeastern Ohio TV Homes: Cleveland Indians games... 
Cleveland Browns games... all top CBS sports shows ... two daily 
sportscasts... this is action sports programming that builds active 
buying audiences! And it's typical of the top-notch entertainment 
that WJW-TV schedules, day in, day out... to provide opportu- 
nities for advertisers to score big sales victories in Cleveland 
and Northeastern Ohio, the 
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nation's 7th largest market. 

CBS CLEVELAND 



WCBS CLEVELAND 




A STORER STATION BACKED BY 33 YEARS OF 
RESPONSIBLE BROADCASTING • CALL KATZ 

SPONSOR • 10 APRIL 1 



What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



10 APRIL 1961 

Copyright 1961 
SPONSOR 
PUBLICATIONS INC. 



The Justice Department and the FCC are at each other's throats on an anti- 
trust question. 

These are the same two government bodies which acted together to secure the "land- 
mark" Supreme Court decision naming Justice, and not the FCC, as the "expert agency" on 
antitrust matters, even in the broadcasting field. This decision, in the RCA-NBC case, led to 
the plea of "nolo contendere" which ended the case. 

The current case is the complicated Philco protest against renewal of the NBC Phila- 
delphia licenses, which has been denied by the FCC twice and which is now in its second go- 
round in the Appeals Court. 

Justice backed up Philco in asking that the case be returned to the FCC for consideration 
of the RCA-NBC antitrust violation history. Justice strongly criticized the FCC for allegedly 
not worrying about such conduct in the past. 

The Court will, of course, decide -whether the FCC must re-hear the case to consider 
this antitrust history. But it would be a mistake to assume that a sweeping precedent, go- 
ing to the heart of future FCC treatment of antitrust law violators, will be involved. The court 
is likely to decide only on the narrow issue of whether Philco has been adequately heard. 



It would be an even more serious mistake to consider, as some in the industry 
do, that the FCC as presently constituted is arguing hefore the court that antitrust 
consent decrees and pleas of "nolo contendere" are not to be taken as seriously as 
Justice wishes. 

The FCC is arguing purely and simply that Philco had no case. 

A stronger crackdown on antitrust law violators in the future than has been true in the 
past is a certainty, regardless of the outcome of this case. It will hit new applications with 
much more force than applications for license renewals. 

To mention specific cases, Westinghouse and GE, along with any less recently involved 
station operators should have little difficulty with license renewals. The FCC will weigh the 
type of service given to the public. It could be rougher on NBC in view of allegations 
that this network is in something of a monopoly position in broadcasting. It could be plenty 
tough on those broadcasters with antitrust backgrounds who can be accused of poor 
performance as station operators. 

Applicants for new stations, where there are competing applications of a qualified na- 
ture, are apt to find an antitrust background an absolute disqualification. 

The unnoticed part of the current FCC-Justice squabble is that the FCC did not dis- 
pute the over-all Justice theme. It merely said these considerations should not apply in 
the Philco case. 

The fact is, the FCC has changed since then-chairman Doerfer said that antitrust viola- 
tions are merely a penalty of doing business on a big scale. The current commission will take 
such violations seriously. 



As for the Justice Department, it not only failed to advise against renewal of 
the NBC Philadelphia licenses, it approved the consent decree and interposed no 
objections to the series of proposed sales and trades which followed. 

The Justice brief, however, does clearly mirror the close attention which that De- 
partment will be giving to business practices in broadcasting. 
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The quiet of the past few months in first-run syndication of action-adventur 
shows has heen ended at last hy Ziv-UA's release of King of Diamonds. 

The show stars Broderick Crawford, four-year syndication veteran of Highway Patrol. 

In the last six months the only other action-adventure shows from the major shops ha\i 
been just two: Ziv-UA's Miami Undercover last October and Screen Gems Tallahasse 
7000, which came out in December. 

An oddity of the current market is this: overseas demand for new product is high j 
areas like Australia. 

Hence, don't be surprised if you discover that shows are sold overseas before the 
are sold at home — a reversal of the usual procedure. 



Twentieth Century-Fox serves as one model of what a feature film produce 
without a syndication affiliate can do to sell its post-1948's to tv. 

The producer broke up its movie inventory into groups: one went to NTA some time ag( 
a second was sold to NBC TV for Saturday night exposure (the first major prime time nel 
work sale of features), and now it has put out a third group which Seven Arts Associ 
ated will handle. 

The lessons of 20th 's pattern seem to be this: a feature film producer can sometime 
do best by dividing up its libraries into packages of a size that stations can diges 
readily and by using several distributors it puts more salesmen to work on its features 



Hopes still being held out by syndicators of making network deals for next se: 
son are growing fainter and fainter. 

As of this week, with the final score not yet in, several syndicators could be mentions 
who had network deals this year but who have none for the upcoming 1961-C2 season. 

Should a negative trend continue, this loss of network business couldn't come i 
a worse time — just when the domestic syndication program market for first-runs is also i 
a slump. 

One long-range prognosis is that re-runs, feature films, children's shows, overseas sale 
licensing — all only recently regarded as peripheral syndication activities — to play majc 
and increasing roles through 1962. 



Syndication's adventure programing often depended for its inspiration upo 
network trends, but in cartoons the shoe is now on the other foot. 

The boom in cartoons in national spot and syndication of the past season or two h. 
finally spread to all the networks. 

This season ABC TV had two prime time cartoons, Flintstones and Bugs Bunny. 

But in 1961-C2, all three networks will have at least one prime time cartoo- 
ABC TV is renewing its current shows and is adding Top Cat and Calvin and the Coloni 
while CBS will have Alvin and the Chipmunks, and Disney is switching over to NBC TV ai 
a full color emphasis. 

(For story, see p. 38, this issue.) 
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FILM-SCOPE continued 



Marty Roberts of NTA reports a solution to a long-standing feature film pro- 
motion problem: the high cost of special promotion slides. 

Formerly stations were provided with one slide for each feature, costing the distributor 
about $75 for each 100 pictures, a figure that easily mounted into the thousands when the cost 
was multiplied by the number of stations getting the service. 

Roberts' solution: preparing slides in strip form which the stations could mount 
as needed, costing only $4. 

The practice has now become widespread. Other feature film distributors using it are 
Seven Arts, PTI, UAA, and Flamingo. 



Insiders guess that this year's total of new shows for syndication might not ex- 
ceed six or seven. 

If true, this means that major syndicators won't have more than a few shows each, many 
not more than one, and some none at all. 



Although Seven Arts has taken the station-by-station route to sell the Warners 
Films of the 50's group, its slow but steady flow of business has already reached 
62 stations. 

Among most recent sales is WJBK-TV, Detroit. 



NTA is one of the few tv-based companies to jump into the pay-tv field. 

It claims that its system, NTA-Home Entertainment, costs 50% less to make and 70% 
less to install and maintain than competing systems. 

Others in the pay-tv field include: Paramount -Telemeter, Western Union -Teleprompter, 
Zenith-Phonovision, and Skiatron. 



Television Enterprises Corp. (TEC) has a music series and an adventure show 
on its production drawing hoards. 

The shows are: Mahalia Jackson Sings, and Sebastian, a full-honr adventure. 



CBS Films has been active lately in license merchandising of network news and 
entertainment properties. 

Dell will do a paperback book on Danger Man, an ITC series on CBS TV; in addition, 
hard-back books by Little, Brown or Lippincott will be done on three CBS News series and 
Carousel Films division of McGraw-Hill will get non-theatrical distribution of several news 
programs. 

A syndicated property just licensed is Deputy Dawg; stuffed toys will be made by Earle 
Pullan of Toronto. 



Overheard: that another network will follow CBS' example shortly in divest- 
ing itself of some of its tape facilities — but in this case to sell to an independent 
tape producer. 

Unlike CBS, which curtailed its tape operation recently for policy reasons, another net- 
work seems on the verge of shuttering part of its tape operation along with studio property 
for reasons of cost efficiency. 
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Picking a show for the fall in ABC TV's Thursday 9:30-10 p.m. period has he 
come a whopper because it entails the meeting of four minds. 

It starts off with a two-way agreement between Compton and B&B, entails the blessing, 
of course, of P&G and, beyond that, the choice must meet with ABC TV's approval. 



One of the more important drag packaging accounts is in jeopardy at a top- 
Ding Madison Ave. agency. 

A major disgruntlement on the part of the client: the network tv record. 



Second top-rank man in one of the biggest agency hillevs in air media is begin- 
ning to feel the squeeze from his fellow brass because of a particular failing. 

The indicted penchant: veering away from strong, knowledgeable, key personnel whe 
it comes to staffing the departments under his authority. 



len 



One agency has become so cynical about the purported expertize in picking 
nighttime network tv shows that it's quietly engaging in an experiment of its own. 

The stunt : putting all the programs it has explored in a hat, picking out a batch of 
them and, at the end of the season, matching the selectees against the actual hits. 

It's being referred to as the Monte Carlo systeming of program selection. 

Members wearing two, or even three, hats have become a sort of travail with- 
in the American Newspaper Publishers Association. 

Some of the ANPA's board of directors are grumbling that half of their confreres 
have tv/radio affiliations, and this inclines them not to be aggressive enough against 
broadcast media. 

What probably contributes much to JWT's stability on the tv front is the fact 
that its strength is pretty well distributed between the New York and Chicago offices. 

In Chicago there's Kraft, Quaker Oats, Schlitz. and 7-Up, while in New York the tv bill- | 
ings derive in the main from Lever, Scott Paper, French, Kodak, Standard Brands, and Ford. 
The latter might be regarded as a twin responsibility of the Detroit and New York 
offices. 

Barter and P.I/s arc no recent innovations in the business. 

Back when radio was just coining out of the cocoon Anacin bought advertising with 
either stock or on the basis of a percentage of sales within a specified area. 



Yon never can tell where Booz, Allen & Hamilton will figure next in this busi- 



ness. 



For many jears it's been NBC's consultant mainstay on organization, personnel anc 
whatnot. 

Lately, it had much to do with the decision of the station groups to put itself into th( 
business of representing itself in spot sales. 
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market. Oil-rich, timber-rich, cattle-rich, and growing industrially . . . this tri-state area hardly knows 
recession. Its people play hard, work hard and have the money to buy. They look to KSLA-TV for 
news they believe . . . programs they enjoy. 

Ask our reps (Harrington, Righter and Parsons) about the fabulous KSLA market! 

(!) KSLATVSHREVEPORT LOUISIANA 
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WRAP-UP 

(Continued from page 631 

resentative. I nited Feature Syndi- 
cate, to advertising account executive. 
Henry J. Kaufman Wociates. Wash- 
ington . . . Preston 1). Huston. As. 
soeiated Advertising \gency presi- 
dent. elected v.j). National Federation 
(if Advertising Agencies . . . Fred 
Rawlinsnn. to Wriglit. Newport 
News. Va.. as director, radio f \s de- 
partment operations. 

They were elected v.p.'s: Wil- 
liam E. Conner, at BBD&O . . . 
Robert II. Higgons and Knliert L. 
Nicholas, assistant v.p.'s at Bates . . . 
Alhin B. damage, at Grant . . . 
Thomas H. Cox. Jr.. e\eeuti\e v.p. 
and board of directors member, at 
Wilson. Ilaight & Welch. 

Stations on tho fViove 

TOTAL STATIONS ON THE AIR 
las of I March 19611 

AM: 3.556 

FM: 839 

TV: 541 
BOUGHT/SOLD APPROVED: 
Purchase of KVOS-TV, V aneouver. 
by Wonietco for S3 million in cash 
approved bv the FCC. Wometeo has 
an interest in three other tv stations: 
WTVJ, .Miami: WLOS-TV, Ashe- 
ville, and WFGA-TV. Jacksonville . . . 
Transfer of WSAZ. Huntington- 
Charleston, to WJR. The Goodwill 
Station. Inc. of Detroit, approved by 
FCC . . . Four radio stations of the 
Imperial Broadcasting System 
sold to Tom E. Foster. Tolbert 
Foster. W. E. Dye he. Jr.. John 
Blake, and Edgar 15. Younger for 
a price of §450,000 through media 
brokers Blackburn & Co. 'Hie four 
stations are: KPRO Rh erside-San 
Bernardino; KKOP-Brawlev-EI Cen- 
tro; KROE-Indio-Palm Spring*, and 
KYOR-Bly the — all in California. The 
first three purchasers listed alrcadv 
own KGUNTV, Tucson, and KDET- 
\M. Center, Texas. 

Tv Stations 



WGN-TV. Chicago, will h n %<- 
First Federal Savings and K. J. 
Reynnhls as sponsors of its bnse- 
hall telecasts this year — in addi- 
tion to Hamm's hecr. 



The station \\\\\ cover 122 daytime 
home games in color. 19 road games 
at night and one during the day. 

For the station it will be the 14th 
year of baseball telecasts. Theo. 
Datum Brewing of St. Paul (Camp- 
bell-Mithun. Minneapolisl is about to 
start its ninth year of sponsorship of 
the games. 

The other two advertisers will be 
new this season. R. J. Reynolds placed 
its order through Wm. Esty. New 
York, and First Federal Savings and 
Loan Association through Dancer- 
Fitzgerald-Sample, Chicago. 

Said Morton Hod fish, chairman 
and president of First Federal Sav- 
ings: "We are in the business of 
selling two things: savings accounts 
and mortgages for home purposes. 
The families who watch baseball of 
an afternoon or evening are the kinds 
of families who save their money and 
buy homes. It's as simple as that." 

The KELO-LAND stations were 
honored I»y a special resolution 
passed by the South Dakota 
House of Representatives for 
their coverage of tlie activities of 
the legislative body. 

The unanimous resolution, present- 
ed to stations president Joe Floyd, 
honored the stations for their cover- 
age of the inauguration and of the 
body's sessions. 

The Sioux Falls station has also 
provided coverage of legislative ac- 
tivity in Minnesota and Iowa. 

PEOPLE ON THE MOVE: Nor- 
man Hayes to sales department of 
WJXT, Jacksonville: he was former- 
ly with WCAU-TV. Philadelphia, and 
WMOX-TV, St. Louis . . . Robert 
Carpenter appointed assistant tv 
sales manager for WOOD-TV, Grand 
Rapids; be was previously with 
WOOD radio . . . Two promotions at 
WNBQ. Chicago, are: Norman F. 
Cissna to local sales manager, and 
Jack Hansel* to manager of sales 
development, both effective 1 April 
. . . William M. Alexander named 
commercial manager for WFMY-TV. 
Greensboro, N. C; he was formerly 
the station's local and regional sales 
manager . . . Bill Whalen, from 
news director. W1CC. Bridgeport. 
Conn., to newly created post, assist- 
ant editor-in-ehief of all news, WNAC- 
TV, \M, Boston, and the Yankee 



Network ... II. Nccdhani Smith, 

from sales manager, WTRF-TY, 
Wheeling, W. Va.. to Taft Broadcast, 
ing. Cincinnati. 

StalT changes at WTRF-TY, Wheel, 
ing. W. Va.: Cyril J. Ackerniann, 

from regional sales manager to na- 
tional sales manager; C. Kirk Jack- 
son, from sales service manager to 
regional sales manager: promotion 
director James II. Knight, taking 
on additional duties of merchandising 
manager; Wesley M. Manley, pub- 
lic service director and administrative 
assistant, taking on traffic and sys- 
tems supervision. 

Tliisa 'ir data: WRLP. Green- 
field, Mass., sister station of WWLP. 
Springfield. Mass., to he offered for 
sales as separate entity and not as a 
WWLP bonus buy. 

ftsdio Stations 



Washington radio station WQMR. 
winter-weary of broadcasting 
stay-at-hoine had driving condi- 
tions, has tailored the traffic 
warnings format to spreading 
sun-shining reports and urging 
listeners to "go out and shop." 

The cheery tid-bits. aired via short 
tag lines during regular weather re- 
ports, has a promotional angle, it 
ties-in area shopping places. 

Permission for these tie-ins were 
solicited by letters to retailers signed 
by WQMR v.p. general manager Ed 
Winton like this: "let me know ii 
you have a particular shopping een 
ter you would like to have ineluder 
in this campaign. We would like tc 
have your permission to use it — with 
out charge." 

Ideas at work : 

• The d.j.'s are now tearing u| 
the howling alleys: KIM A. Yak 
iniu. Wash., disk jockey Jon Good 
man established a new "world's rec 
ord ' for consecutive games bowlee 
by a record spinner. He bowled 20( 
games in 48 hours 29 minutes to bea 
the previous bowling record held h' 
Pat Tallman. a San Antonio d.j. 

. WRCV, Philadelphia, « 
ceived over 12,500 letters and card 
in response to its "no-prize, no-gim 
micks, no-incentives request" for rc 
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action to its Big Band programing 
policy on its first anniversary. Reac- 
tion was favorable and the policy will 
continue, reports station manager 
Dick Paisley. 

• WINS, New York, is putting 
its Record Review Board to work. 
Hie club is open to listeners who 
join by writing for a membership 
^ard. There are 84,000 members and 
hey're being called on to "audition" 
lew record releases in their own 
•omniunities. Under the direction of 
>rogram director Rick Sklar, the 
iVINS Listening Post calls for audi- 
ion sessions every Monday-Friday, 
ittended by listeners in their own 
leighborhoods. 

I • Do yon have the WKDA dia- 
mond? Passersby in Nashville are 
'isking each other this question since 
he station began its "treasure of dia- 
nonds" listener promotion contest, 
fhere are six diamonds, total value 
!5.000, being carried by some secret 
'itizen. 

j • Tucson KAIR's gold key shop- 
ping spree contest came to an end 
ast week after 137 clues to the loca- 
lion of the bidden key were given on 
he air. The winner. Mike Stefanik. 
jeturned the key to Goodmans Marks 
co-sponsor of the contest) and re- 
vived $1,000 in exchange. A 15- 
fciinute free shopping spree at any 
joodmans Market was also part of 
le prize. 

• WBIC, Long Island, an- 

ounced the start of an around-the- 
lock Long Island news service. The 
tation has installed automatic tele- 
phone answering devices on which it 
ecords capsule headlines of impor- 
ant area stories. Listeners can call 
nytime, day or night, to get late 

Iews. 
• CKLW, Detroit, sponsored a 
Looney Lid Contest" to see who 
ould put together the most "hectic 
jat" for its d.j.'s to wear in the 
[.aster Parade. More than 983 hats, 
nade out of everything from waste- 
»askets to rabbit's food, arrived at 
he station. 

Sew call letters: KBLL, Helena, 
flontana, formerly KXLJ. 

I'EOPLE ON THE MOVE: Dick 
^-elliher has been named national 
ales manager of KFRC, San Fran- 
isco. He was formerly manager of 



Adam Young's S.F. office . . . Frank- 
lin Sisson has been named station 
manager of WWJ, Detroit . . . Lcs 
Lindvig is the new sales manager of 
KOOL-TV, Phoenix . . . Jack Lowe 
has joined the sales staff of WFYI, 
Long Island. Lowe has been affiliated 
with WARL, WOL and WWDC, all 
Washington, and was the voice of 
"Popeye" in the thirties . . . Robert 
Zimmerman named sales manager 
for KRUX, Phoenix . . . Richard 
T. Williams, to account executive 
WEAM, Arlington . . . Boh Rohrs 



lias resigned as general manager of 
KJAY, Topeka . . . Richard C. Fel- 
lows, to sales manager and William 
A. Earman, to operations manager, 
both WPDQ, Jacksonville, Fla. 

Networks 

CBS Radio this week puts on the 
road a new slide-sonnd presenta- 
tion summing up the network's 
new look in serving today's radio 
audience. 





SEAL 
OF GOOD 
PRACTICE 



TULSA'S 




J 



POLICIES 



To some this is a seal. To us at 
KVOO-TV it stands for a way of business. 
It represents our pledge of quality 
operation and performance to our 
advertisers and our viewers. It means 
that KVOO-TV works to maintain its 

position as Tulsa's finest station. 



KVOO ★ TV 




{ Edward! Patry « I Co., Inc.) 
The Original Stutto* Rcprr*€ntatict 
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TELEVISION 

BASICS 



ORDER 
YOUR 
REPRINTS 



Here's a "must" booklet for everyone in- 
volved in television. 

Get your own copy and one for everyone 
in your department. You'll be referring 
to its useful data all year round. 

Included are sections on the broad dimen- 
sions of tv; on audience viewing habits; 
on network trends; on advertising expendi- 
tures — network spot and local; on color 
tv and stations presently using color 
equipment. There's a brand new section 
too, this year, on the viewing habits of 
the summer television audience. 

FILL COUPON— WE'LL BILL YOU LATER 

Price Schedule 

1 to 10 40 cents each 

10 to 50 30 cents each 

50 to 100 25 cents each 

100 to 500 20 cents each 

500 or more 15 cents each 



W SPDNS0R READERS SERVICE • television basics 
W 40 E. 49th Street, N.Y. 17, N.Y. 
'name. . 

FIRM. 

ADDRESS 

QUANTITY 



The central theme: how the pro. 
graining which CBS introduced last 
November is compatible in the needs 
of the listener? — an audience in mo- 
tion - and of the advertiser who's 
looking for a medium to give a sense 
of innnediac) to his product story. 

After the presentation has been 
shown around New York via lunch- 
eons it will lie taken to Chicago, De- 
troit. St. Louis, the West Coast and 
other points. 

ABC TV reports it had S185 mil- 
lion in time and programing 
(prime evening time) sold for 
tlie 1961-62 season as of 1 April. 

Last gear's same date tally: $154 
million, a 20^ difference. 

Net tv sales: General Mills and 
Campbell Soup (both BBD&O) to 
share alternate sponsorship of CBS 
series Father of the Bride . . . Mu- 
tual of Omaha (Bozell & Jacobs I 
has bought sponsorship of NBC's 
Chet Huntley Reporting . . . Reyn- 
olds Metals (Lennen & Newell and 
Clinton Frank) to sponsor The Reyn- 
olds Aluminum Dick Powell Show se- 
ries: Say When, and All-Star Golj. 
all XBC TV. this year. 

Renewal: United States Steel 
(BBD&O) has renewed The United 
States Steel Hour series for the 1 961- 
62 season over CBS. 

PEOPLE ON THE MOVE: Wil- 
liam C. Gillogly, promoted from di- 
rector of sales. ABC TV Central divi- 
sion, to v.p. in charge of sales, ABC, 
Chicago office . . . William Aron- 
son, from television program sales 
General Artists Corp., to account ex- 
ecutive. ABC Television sales . . - 
Allen Lndden, from director of pro. 
gram services, CBS o&o radio sta- 
tions, to newly created position, con- 
sultant for creative services, CB> 
\ews . . . John M. Otter, from spe- 
cial program sales staff, to director, 
special program sales NBC TV. 

Representatives 

Appointments: KROY radio, Sac- 
ramento, Venard, Bintoul & McCon- 
nell in the east, and Torbet, Allen, 
and Crane in the west, effective 1 
April . . . WSVA and WSVA-TV. 
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Harrisonburg. Va., to Clarke Brown, 
Dallas, Tex., from H-R. 

PEOPLE ON THE MOVE: Prem 
M. Kapur joins H-R staff as tv ac- 
count executive; a native of India, 
and graduate of Cambridge and Bom- 
bay, he was formerly with WCAU- 
TV, Philadelphia, ITC, NBC Films, 
the Indian Diplomatic Service, the 
United Nations, and the Ford Motor 
Company . . . John P. McWeeny 
appointed account executive in the 
Chicago office of Storer Television 
Sales, a newly formed unit; Mc- 
Weeny previously served with Ed- 
ward 'Petry; J. Walter Thompson; 
Veedham, Louis & Brorby, and Young 
& Rubicam — all in Chicago. 

Film 



Coverage of the nation's tv mar- 
kets by new properties in syndi- 
cation reaches as high as 93% in 
the case of Ziv-UA. 

Study of three new shows, Sea 
Hunt, Lock Up, and Miami Under- 
'•over reveals that sales have heen 
nade in all but 7 per cent of the na- 
ion's 269 markets. 

By comparison the figure for Ziv- 
jJA a year ago was 91 per cent. 

^ slepped-up advertiser and tv 
iroadcaster demand for cartoon 
•ommereials has triggered a 
large-scale expansion and reor- 
;anizalion program at Sturm 
itudios, according to the eoni- 
)anv's new president, Harold 
fackett. 

Hackett, who took over the presi- 
ency of the 12-year-old commercial 
roduction firm's new company last 
eek, is a veteran in broadcasting: 
|or 19 years he was v.p. in charge of 
■adio and tv for Music Corporation 
f America; from 1953 to 1960, he 
\as Official Films president and 
oard chairman; for the past year he 
as with Program Sales. 
Other officers elected with Hackett: 
aymond Junkin, executive v.p.; Wil- 
am Sturm, v.p.; Oreste Calpini, sec- 
tary; and George Richfield, treas- 
irer. 

New company plans include the in- 
jguration of other divisions to be 
mcemed with: the acquisition of 
ickagers programs series; the estab- 



lishment of full syndication sales and 
service operations; and the develop- 
ment of live and film programs. 

New cartoon techniques are also 
being developed. 

Sales: Seven Arts Warners Films of 
the 50's to WJBK-TV. Detroit; 
KGMB. Honolulu, and W'DAF-TV. 
Kansas City . . . Screen Gems re- 
ports S2.067.000 earnings for six 
months ending December 1960, com- 
pared to $1,147,000 in 1959. with 
profits of $970,000 compared to 
8647,000 for the earlier period . . . 



Screen Gems' The IV eb to WNBC-TV, 
New York; national distribution of 
the off-network re-run begins shortly. 

International: South American and 
Latin American rights to Rocky and 
His Friends awarded to Magnum Tv 
International; show is to be dubbed 
into Spanish and Portuguese. 

Programs : Moulin Studios of 

San Francisco is producing Santas 
Village, a 52- week half-hour color se- 
ries, one of the first tv series ever 
produced in the Bay Area. 



GET THAT EXTRA 




PUSH 



You know that it's the extra push that makes the difference 
between an average campaign and a "Red-Letter Success." 
You get that EXTRA PUSH when you buy WOC-TV 
WOC-TV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler^ direct salesman, key buyer as well as the retail outlet. 

This "togetherness" sells products in the nation's 47th TV 
market. More than 2 billion dollars in retail sales ring on 
the retailer's cash register Over 438,000 TV homes are 
within the 42 counties of WOC-TV's coverage area. 



PRESIDENT 

Col. B J Palmer 
VICE-PRES. & TREASURER 
D D. Palmer 
I EXEC VICE-PRESIDENT 

Ralph Evan, 

| SECRETARY 

Wm. D Wagner 
| RESIDENT MANAGER 

Ernett C. Sander, 
I SALES MANAGER 

Par Shaffer 



THE QUINT CITIES 

DAVENPORT 1 
BETTENDORF / ^ 

ROCK ISLAND I 
MOLINE > ILL 

EAST MOLINE J 



PETERS, GRIFFIN. WOODWARD. INC 
EXCLUSIVE NATIONA' REPRESENTATIVES 




To the National Advertiser, 
WOC-TV offers the greatest 
amount of local programming — 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 

Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabilities. 
See him today. 
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way 



Way ahead with the news, 
WLAC-TV won 4 out of 5 
recent top news awards. 




★ MATURE, ESTABLISHED 
PERSONALITIES * AWARD 
WINNING NEWS ★ EX- 
CLUSIVE HELICOPTER 



\M1W J U U L*H :I4 J<I riiil 



FIGHTING EDITORIALS ★ 
ADULT MUSIC ★ 



THE STATION OF THE STARS 
CALL GILL-PERNA, INC. 



Commercials: Videotape Prodnc- 
t ion s of Hew York completed four 
commercials at three remote location? 
for L&M (D-F-Sl and Chemical Rank 
New York Trust Company (B&B) 
during the last week of March. Pro- 
ducer? for the respective agencies 
were Si Men-ill (B&B I and Dave 
Duvidow ID-F-S1 . . . MOW -TV 
commercial division will produce 
four color coininercial? at Culver Cit\ 
for Eastman Kodak for network u?e 
on F.tl Sullivan and Ozzie and liar- 
riot. 

Promotion; A mechanical version 
of Fred Flintstone. animated charac- 
ter ?tar of Screen Gem?' The Flint- 
stones, will appear at 50 ABC affili- 
ates, first two bein« WBKB-TV. Chi- 
cago, and W1TI-TV. Milwaukee. 



PEOPLE ON THE MOVE: Paul 
Kassander appointed national sale? 
director of Animation Center. New 
York commercial? subsidiary of Felix 
the Cat Creation? . . . Frank Ste- 
plian to v.p. national sales director 
of Van l'raag Production? . . . Wil- 
liam L. Clark to Peter .M. Roebeck, 
New York, a? v.p. of western opera- 
tions and ?ales in Lo? Angeles . . . 
David Bloom appointed general 
sales manager of Hollywood Televi- 
sion Ser\ ice division of Republic 
Corp. . . . Kirk Torney to Seven 
Art? Associated in New York as sta- 
tion representatives sales director. 

Public Service 

Pierre Salinger, news secretary 
to President Kennedy, and tv per- 
sonalities Garry Moore and Sam 
Leveiison are attending WABC 
public service programing con- 
ference in Pittsburgh this week. 

Salinger w as slated to discuss Free-' 
(loin on Information, while Moore to 
talk about mass communications and 
Levenson discussed humor in mass 
communications. Among main oth- 
ers participating in the conferences 
are Oscar Katz, Marya Mamies. Fred 
Coe, Dr. Bernard Berelson, Lou 
Hausman. Henry Scbacbte. Mrs. Elea- 
nor Roosevelt. Dr. Allen S. Whiting, 
William Stevenson, Harry Ellis, 
Colun Legum, Bod MacLeish. Dr. 
Zbigniev Brzezincki, Harry Murk- 
land, Gov. David Lawrence. Russel 



Lvnes, Dr. Frank Baxter, Albert Mc- 
Cleery. Dr. William Cole, FCC com- 
missioner Robert T. Bartley. Jo 
Miclziner, Robert Drew. Erwin D. 
Canliam. Julian Goodman, and Dr. 
Wilbur Schramm. 

Conferences are in Pittsburgh, ex- 
tending from 9 to 12 April. WBC 
stations are WBZ-AM-TV, Boston; 
KYW-AM-TY. Cleveland: KDKA- 
AM-TV, Pittsburgh; KPIX. San 
Francisco; WJZ-TV, Baltimore; 
WIND. Chicago: KEX. Portland, 
Ore.: and WOWO. Fort Wayne. 

Public service in action: 

• KTK1I, Houston, cooperating 
with local civil defense authorities tnf 
promote "Operation Survival" start- 
ing 8 April. 

• KGO-TV, San Francisco, will 
show a series of public service spot 
announcements in April to help the 
youth of the Bay Area in obtaining 
jobs; films were made by Frank 
Robinson and video tapes by Gordon 
Waldear 

• WTIG, Massillon, Ohio, did 
direct broadcasts from nearby North 
Lawrence to mark arrival of that vil- 
lage's new fire truck, purchased 
through the collection of tax and trad- 
ing stamps and other community ef- 
forts. 

• KAKE-TV, Wichita. Kansas, 
in honor of the state's centennial has 
started Expedition Kansas, a 13-seg- 
ment series highlighting historical i 
and geographical events around the 
state. 



Kudos: KDKA-TV, Pittsburgh. 

winner of a DuPont award, will use 
the S1.000 prize money to further 
the college education of an area 
vouth. Last year'? Thomas Alva Edi- 
son prize won by the station, also 
SL 000. was given over to Edward F.. 
Rohrer, Jr., of \Vilkin?burg, Pa., to 
further his studies at Indiana State 
Teachers College. At that time tin 
station arranged to form a commit- 
tee of school official? to ?elect the 
most eligible high school ?tudent ti 
enable hiin to continue to college , 
WFMY-TV. Green?boro. \. C. re 
cipient of School Bell Award fron 
the North Carolina Education A?so 
ciation for it? program Channel . 
Reports: The Ones Who Quit, and fo 
"distinguished and outstanding inter 
pretative reporting on education' . . 



1\ 
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A CHANNEL 

H WHIZ 



A CHANNEL 



QUIZ 



TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 




Q — Which television station in 
the sports-loving Eastern 
Michigan area has a ham- 
mer lock on wrestling 
shows? 

Q — How many men are on a 
baseball team and how 
many outs are in each in- 
ning? 

Q—Can WN EM-TV sell cars? 



Q — Two men play five games 
of chess and each wins five 
games. How come? 

Q — What station serving Flint- 
Saginaw-Bay City and all 
of Northeastern Michigan 
is a real "homebody"? 



WBAB, Babylon, N. Y., presented 
with these awards: Outstanding Serv- 
ice from the Continental Air Com- 
mand of the U.S.A.F. ; Certificate of 
Appreciation from Long Island's 
Mitchell Air Force Base; National 
Foundation efforts recognition; and 
Knights of Pythias, Sunrise Lodge 
844 Unlimited Thanks scroll . . . 
WJBK, Detroit, recipient of Out- 
standing Series award by the Detroit 
Educational Television & Radio Coun- 
cil for its News Analysis program. 

Trade Dates 

The current surge of retailer in- 
terest in tv fashion showings is 
largely responsible for the ex- 
pansion of TvB's sales clinics to 
18 sessions this year, according 
to TvB's v.p. for local sales How- 
ard P. Abrahams. 

The clinic dates and meeting 
places : 

2 May, Penn Sheraton. Pittsburgh. 
4 May, Marriot Key Bridge, Wasli- 
ton. 

9 May, Statler-Hilton, Buffalo. 
11 May, Sheraton Plaza, Boston. 
16 May, Hotel Utah & Motor Lodge. 
Salt Lake City. 

13 May, Multnomah, Portland. 
23 May, Mark Hopkins, San Fran- 
cisco. 

23 May, Sheraton Gibson, Cincin- 
nati. 

25 May, Sheraton West, Los Angeles. 
25 May, Bel Air Motor Hotel, St. 
Louis. 

30 May, Robert Meyer, Jacksonville. 

1 June, Barringer, Charlotte. 

6 June, Leamington, Minneapolis-St. 

Paul. 

8 June, Ambassador, Chicago. 
13 June, Sheraton Fontenelle, Omaha. 
15 June, Skirvin, Oklahoma City. 
20 June, Granada, San Antonio. 
22 June, Royal Orleans. New Or- 
leans. 

Other trade dates: 

4-7 May, 10th American Women in 
Radio and Tv, anniversary conven- 
tion, Statler-Hilton Hotel, Washing- 
ton, D. C. Keynote speaker: NAB 
president, LeRoy Collins. 
21-23 May, Pennsylvania Association 
of Broadcasters, annual convention, 
Nittany Lion Inn, State College, 
Pa. ^ 



OUR CHANNEL 5 WHIZ IS 
ROBERT C. MILLER YOUR 
PETRYMAN IN DALLAS 



A — WNEM-TV, Channel 5, 
with its popular Motor City 
Wrestling shmu, Saturdays 
at 1:00 pm. 

A — Nine men on a team — six 
outs in each inning (three 
for each team) . 

A — It sure can! More than 285 
million dollars were spent 
for cars last year in the rich 
25-connty area served by 
WNEM-TV. 

A — They weren't playing each 
other. 

A — The Nov. Neilseu shows 
that WNEM-TV, Channel 
5, readies more homes in 
Flint - Saginaw - Bay City, 
and the entire dollar-rich 
Northeastern Michigan 
market, than any other sta- 
tion in the area. And only 
Channel 5 hits home in all 
leading time periods 




WNEM-TV 

serving FLINT • SAGINAW • BAY CITY 
EASTERN MICHIGAN'S FIRST VNF STATION - 
ALL WAYS! 




WNEM-TV 

serving FLINT • SAGINAW • BAY CITY 
EASTERN MICHIGAN'S FIRST VHF STATION — 
ALL WAYS! 
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What a satisfaction . 



a good biscuit is! 



teally, it's pretty wonderful when 
tou stop to think . . . o commerciof 
o reoc/i o consumer who fiosn'f o 
:enf to his nome.' 

"So whot!", the experts soid, 
Jrowingoutthe "whot." "We'll sell 
jeople. Mon ( Womon, too) is Dog's 
best friend, hos money, con buy. 

"We'll use on/motion to show 
)og's growing excitement ... as he 
miffs ... os he downs a Milk-Bone 
Dog Biscuit in nothing flot. Thot will 
jet Mon . . . he'll shell out— but quick. 

"Of course, onimotion meons 
ilm— ond on/y film. But thot's fine 
tecouse film olone will give us the 
ind of commerciols we wont, the 
ray we wont them— ond when." 

And that's not oil. Film, and film 
lone, gives you the optical effects 
au must hove . . . assures you the 
onvenience, coverage, ond pene- 
otion that tadoy's tatal morketing 
squires. All reosons why so mony 
dvertisers ore turning (and return- 
g) to film. 

For more inrbrmofion, write 
Motion Picture Film Deportment 
ASTMAN KODAK COMPANY 
Rochester 4, N. Y. 

East Coast Division 
342 Modi ton Avenue 
New York 17, N. Y. 

Midwest Division 
1 30 Eost Rondolph Drive 
Chicago 1, III. 

West Coast Division 
6706 Sonto Monico Blvd. 
Hollywood 38, Colif. 

or W. J. German, Inc. 

gents for the sale ond distribution of 
astmon Professional Motion Picture 
Jms, Fort Lee, N. J., Chicago, III., 
Hollywood, Colif. 

DVERTISER: 

I . National Biscuit Company 
IGENCY: 

Kenyon & Eckhardf Inc. 
RODUCER: 

ipbert Lawrence Animation, Inc. 



\rs agifs radio 
NEWSMAKERS 





Glenn Gilbert has been appointed man- 
ager of AIM Radio Sales' Detroit office. He 
comes to AM Radio Sales from Avery- 
Knodel where, for the past five years, lie 
has been office manager of the company's 
office in Detroit. Prior to his affiliation 
with Avery-Knodel, Gilbert was a mem- 
ber of the Katz Agenc) sales team, also in 
Detroit. Earlier, he was sales executive at 
WGAR, Cleveland. A native of East Cleveland, Ohio, Gilbert began 
his career ill the commercial department of American Tel. & Tel. 

William F. Schnaudt, general sales man- 
ager of Beacon Broadcasting's Hartford, 
Conn., radio station WKNB since Decem- 
ber 1958, has been named manager of the 
station. He replaces Norton Virgien who 
has left the broadcasting industry. Prior 
to his affiliation with WKNB, Selmaudt 
was with WICO, Salisbury, Maryland, a 
former Beacon property. He entered the 
industry in 1939 after graduation from Fordham U. and has held 
positions with WPAT, Paterson. X. J. and WPTR, Albany, N. Y. 

Miss Beulah Funk, a member of the Blair 
Television Associates sales development 
staff since 1957, has been promoted to di- 
rector of sales development. To her new 
assignment, Miss Funk brings a back- 
ground of wide experience in broadcasting 
and in film programing for television. For 
the past four )ears, as sales development 
staffer, she specialized in the preparation 
of station sales material and program promotion. She was assist- 
ant film manager at W0U-1\. IN. Y. and in sales sen ice there. 

Franklin Sisson has been appointed man- 
ager of radio station WWJ, Detroit. For- 
merly local sales manager of Grand Rapids. 
Mich.. tele\ision station WOOD-TV. Sisson 
began his broadcasting career at WKLA. 
Ludington. From there be went to radio 
station WOOD as program director. A pop- 
ular platform speaker. Sisson appeared with 
the touring panels of the BMI Clinics dis- 
cussing station programing and promotion. He is a past president of 
the Grand Rapids Optimist Club and chairman of their convention. 
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frank talk to buyers oj 
air media jacilities 



The seller's viewpoint 



Though the technicians maintain that it isn't the size of the sample but the 
(jiiality of the method that matters in t(rking a rating, nothing bothers buyers 
and sellers of ratings so much as sample size. In this piece, Jay Victor, 
who heads a Newark, A'. /.. agency of that name, proposes an independent 
audit of rating services in the New York market by using students from 
the many colleges in the area to sample around 80.000 homes. This, he 
says, would keep the cost of validation loir, and provide believable data. 




Needed: large-sample validation of the ratings 



1 lie o\er-all ''image'' of the rating services is at an all- 
time low. Their methods are under attack, the size of their 
sampling ridiculed, iheir projections disputed, their in- 
tegrity maligned and comments on the final figures (espe- 
cially when the) are unfavorable) range the gamut from 
"inadequate to downright "dishonest." 

I'm not here to take sides. But 1 do believe the time 
haS come for both advertiser and broadcaster to demand 
that some proof be forthcoming to corroborate (1) that 
the samplings are, in truth, adequate; (2) that the ethnic 
composition is accurate; (3 1 that the income level sam- 
plings are in proportion with the latest available figures; 
(•!■) and most important, that a projection of some !J00 or 
1.000 names into 15 million really works. 

1 ha\e an idea to prove this out and a way to put it into 
practice as well. / propose a completely independent 
a\id\l. And before anyone begins shouting "It's expen- 
sive!" I suggest that the plan 1 have will be most eco- 
nomical in the bargain. This independent audit would not 
reach a mere uOO doorknobs but could be closer to f!0,000 
homes per survey. And this one hundred-fold projection 
would prove, beyond question, whether the services are 
actually close to the mark or not worth the paper they're 
printed on at all. 1 think the time is here for a showdown. 
Every other set of circulation figures has some independ- 
ent audit win not radio and Iv? Advertisers and agencies 
have a right to demand this and rating sen ices, w hich 
lime faith in their methods, should be willing to put their 
product on the line. 

1'he idea came to me while 1 was perusing a partial list 
of the many college* that flourish in the 1 7-couiity greater 
New ^ ork area. It appears to me that there are over 50 
of them. 1 suggest that the presidents of all these instiiu- 
lions be approached with the idea of joining forces to 
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make an annual independent audit of every rating sen ice 
in the market. 1 don't mean looking into their books. 1 
mean testing their methods. Every college would allocate 
X number of students. The rating services would be asked 
to furnish each college with a list of questions identical to 
those they give their own people and furnish the identical 
methods of questioning as well. All other things would he 
equaled, too (like ethnic composition, income level group- 
ings, etc), to the satisfaction of all interests eoneerned. 

Every eollege would be allocated an area, would make 
its own survey, would tabulate its own figures and funnel 
all the results into one central point. When all the figure- 
were in, final computations would be made, then slacked 
against the figures of the rating service itself. 

All things being equal, the final evidence should stanc 
on its own. With the exception of Nielsen (whose system 
1 believe, offers the tiniest sampling of them all in grealei 
New York), every major method could be explored in the 
17-eounty metropolitan area. What the results prove ou 
here will determine the next steps to be taken. Whetlie 
the final comparisons wind up odious or otherwise, I guar 
antee they should be interesting. 

Fees should be modest. I have approached no eollege l>u 
my feeling is that many might be willing to help in th 
project as a public serviee or perhaps for some free ai 
time thrown in for recrnitinent. If a little larger sui 
should be needed, all interested parties should eontribul 
on some mutually agreeable basis. 

1 would be happy to be part of any committee clio*c 
to help work this out. 1 believe some sort of independei 
check oil ratings is long overdue. Advertisers have a rigl 
to know what they're buying. Equally, rating service 
should ha\c a right to prove what they're selling. So let 
have it. The "truth" will benefit the entire industry. ^ 1 
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THANK YOU, CONGRESSMAN OREN HARRIS . 

CHAIRMAN. HOUSE SPECIAL SUBCOMMITTEE ON LEGISLATIVE OVERSIGHT 



ARB wishes to commend you and your committee on the objective and 
non-partisan manner in which the recent comprehensive statistical evalua- 
tion of audience measurement services was conducted. A complete descrip- 
tion and comparison of ARB methodology with that of other services is 
most welcome to us and should be one of the most important research docu- 
ments in our industry. This is especially true because of the outstanding 
qualifications of those who prepared the report. 

While we do not agree in principle with the necessity for Congressional 
inquiry, ARB feels that you have performed a most valuable service for 
the industry. 

We take particular note of one of the committee's major recommenda- 
tions—that which advocates complete disclosure of methodology and 
sample size in each printed report. ARB, and only ARB in the television 
field, has consistently furnished this information fully and clearly in every 
copy of every report. We will continue to do this as well as work toward 
implementing the other recommendations of the committee. 

AMERICAN RESEARCH BUREAU, INC. 




AMERICAN RESEARCH BUREAU, INC. 

WASHINGTON 4370 Ammendale Road, Bettsvilie. Md.. WE S-2600 
NEW YORK ; Rockefeller Plaza, New York 70, N. Y, JU 6-7733 
CHICAGO 1907 Tribune Tower, Chicago II, III., SU 7-3388 
LOS ANGELES 7460 W Whittier Blvd., Montebello, Calif., RA 3-8536 
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SPONSOR 
SPEAKS 

A Puzzling Question 

Recently Republican National Chairman. Senator Tliniston 
H. Morton issued a strong protect l)efore a Senate subcom- 
mittee, that Nation WA1CA. New York had abused a broad- 
caster'.- right to editorialize, by the way in which it had 
backed John F. Kennedy in the campaign last fall. 

Senator Morton attacked particularly WMCA's advertis- 
ing of its political position, though be did not question a 
station s right to endorse a candidate. 

To us this seems a little like evading the real issue. The. 
heart of the problem is not how a station backs an individual 
political figure hut whether station editorializing should be 
confined, as many broadcasters believe it should, to issues 
rather than personalities. 

It is a very puzzling and difficult question and there has 
never been enough discussion of the point. 

We believe that Peter Straus of WMCA has done the indus- 
try a real serviee by taking a stand and forcing this whole 
matter out into the open. 

As to the arguments pro and eon the praetice of endorsing 
candidates, we'll reserve judgment. We'd like to hear more 
from broadcasters and others on this difficult subject. 

Chuck Worcester Specialized in Service 

The recent passing of Chuck Worcester, news direetor and 
former farm director of the WMT stations, Cedar Rapids, 
in an automobile aeeident, underscores the debt that radio 
and tv owe to their news and farm specialists. 

We worked with Chuck on many farm projects. He rep- 
resented the best in broadeasting to millions in the wide areas 
served by his stations, as well as throughout the industry. 

Chuck's specialty, and it is a specialty of many of the news 
and farm experts, was service. 

lie wa> regarded a member of the family by countless 
families throughout the WAIT areas. His lo>s will be keenly 
felt, because, in the fine>t tradition of broadcasting, he was 
constantly asking, not "What can I gel?*' but "What can 
I give?" 




lO-SECOND SPOTS 

Mark this down: One of the big 

retailing firm*, it is rumored, is set 
to sponsor a Western series next sea- 
son. The title: Colt 44.95. 

Pray ball: Tliey did "Casey at the 
Pat" at N. Y.'s Upstairs at the Down- 
stairs — as a Japanese Kabuki troupe 
might do it. Just before the last 
stanza, an announcer interrupted 
with: "Bui first, a word about Gir- 
rette Brue Brades." 

Adlai and Al: Doubletalker Al Kelly 
has been nominated (by columnist 
Rob Considine) as a deputy to Gov- 
ernor Stevenson at the U.N. — be- 
cause Kelly proved to the nation on 
tv recently that be had developed 
doublctalk into an even greater art 
form than the Russians. As an ex- 
ample of bow he docs it, Considine 
quotes an exchange with Happj 
Chandler, then Commissioner of 
Raseball. that took place on a dais 
somewhere; "Durocber feltercd thai 
team like a granlist and didn't de- 
serve the frizzim of the agitative sus- 
pension," Al declared. "You've pot 
a point, there." said the former Ken- 
tucky governor, nodding sagely. "II 
you want action, though, you'd bettet 
put in in writing." 

Hoodwinked: We beard about thii 
guy who was so influenced by thi 
losers on those tv crime shows se 
in the '20's and '30's that be wen 
out and bought a big, black sedai 
and fixed it so that when he gets oil 
all four doors open, at the same time 

Heritage: CBS TV made a pitch fo 
"the pursuit of excellence" on it 
Great Challenge special, but CBS Rc 
dio beat video to the punch. The sei 
ior web interviewed one Sol Ricl 
man who told this story: "We ha\ 
a fellow. Harold Jaffc, a salan 
stuffer. His father was a salan 
stuffer, his grandfather was a salan 
suffer. His great-grandfather was 
salami stuffer in Germany. This h; 
been handed down as an art. Ar 
this man. he refuses to this verv dc 
to tie knots at the ends of the salar 
by machine — only by hand, lie 
adamant. And the irony is. he r; 
tie more salamis by hand than t! 
machines do. But where can. you £ 
another Harold Jaffe today?" 



no 
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TIME OUT FOR LOGIC 

The combined ages of Mary and Ann are forty-four 
years, and Mary is twice as old as Ann was when Mary 
was half as old as Ann will be when Ann is three times 
as old as Mary was when Mary was three times as 
old as Ann. How old is Mary? * 

Drop us a line before Mary gets much older and if 
you've solved this ageless intricacy we'll provide a 
copy of Dudeney's "Amusements in Mathematics" 
(Dover Publications, Inc., N.Y.) forthwith. If you have 
a copy, say so and we'll provide a different prize. 

* Station break: We missed that last cue too, but WM AL-TV's 
audience probably includes Mary and Ann; it's the biggest in 
the Washington market 6 P.M. to midnight, all week, (ARB 
Dec. '60, and NSl Jan. '61.) 

wmal-tv 

Washington, D. C. 

An Evening Star Station, represented by H-R Television, Inc. 

ff.l.ated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 



THE 

BlC 7 
SWING 

INTO 

SPRING 



They're the Swingin 7 from 77... New fork's Coing- 
Places Station . ..with the big bright, beautiful sound 
of Radio WABC! Hear them every day on Channel 77 
with Your Kind of Music... First Person News... 
First Person Features.. . It's the listening fun with 
the sound difference... ^ri^v 

WABO 



THE SOUND OF NEW YORK. RADIO 



CHANNEL 

on you' nounfl dial 
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